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Rough Proofs Navy Puts Over 


& 
azn, gimae acting «soe Supply Miracles 
be ates me comes eee tO Crush Japan 


American Broadcasting Company, 
Black and Blue. 
Wartime Machine 


Offers Many Ideas 
for Postwar Industry 


a i 


If Medina, O., is as nice a town) 
ys the Pathfinder movie indicates, 
gme of its 4,500 inhabitants will 
shortly be asked to move over and 


make room for a lot of newcomers. [Editor’s Note: Stanley E. Cohen, | 


Washington editor of ADVERTISING | 
AGE, returned May 12 from a 30-| 
day flying tour of the Pacific | 
under Navy auspices which took | 
him as far as Guam, Iwo Jima, and 
the western Carolines. His im- 
pressions of the 21,000-mile trip | 
are presented in a series of three 
/articles, of which this is the first.] 
A house ad in the Chicago Daily 
News urges people interested id BY STANLEY E. COHEN 
Jassified to call Andover 4800, the| Advanced Fleet Headquarters, 
telephone number of the Chicago|Guam, May 3 (delayed).— Three 
Sun. Just a little extra service to | weeks ago, with 11 other Washing- 
1 good tenant, no doubt. ton correspondents, I was whisked | 
off in a Navy transport plane and | 
in about 42 flying hours brought 
Daly Brothers will use magazine|to this American soil half way 
and newspaper ads explaining the|@round the world from my fa- 
history of footwear from Roman | ™iliar habitat. 
times to the present, the story) ADVERTISING AGE 
says. Did Julius Caesar know} 


-"«<V, ¥ 


“Broadway Gets Lit as Dim-out 
Ends.”’ Headline in ADVERTISING 
AGE. 

Broadwayites, as 
already illuminated. 


usual, were 


oe. 


v 


has been able 


|area because the Navy 


Why SWELTER 7 


Enjou 22 ere COOL” 


» (*Coodehe opposite of warmsh) 


= 19 < 


FOR 'COOLTH'—Goodall Co. slips 

in a word of its own in Palm Beach 

suit ads appearing in newspapers and 

roto sections in southern cities (AA, 

March 26). Ruthrauff & Ryan is the 
agency. 


Gans 


to send its representative to this Improved Paper 


Bulk Magazine Shipments 
Adopted by Navy Heads 


‘ Ship Stores Will 
WPB Lifts Wraps Set Wide Variety 
on Coin Machines; | 


of Publications 
Big Boom Expected 


Expanded Plant 
Capacity May 
Bring Other Products 


Chicago, May 17.—The produc- 
|tion picture brightened consider- 
|ably this week for makers of juke 
|boxes and slot, vending, pinball 
land coin machines, as the WPB|! 
|gave them one of its first “go! 
}ahead” signals to resume regular | . 
peacetime production as soon as| Officials expect that the postal 
/materials and manpower supply | ruling will shut off a large amount 
| permit. ‘of the reading matter consigned 
| Last weekend WPB lifted order|to Navy men overseas, for gift 
L-190 restricting production of|subscriptions and gift mailings by 
scales and modified L-27 to per-|publishers and advertisers come 
mit 50% resumption of manufac- | under the ban. Current subscrip- 


Washington, May 16.—With 
Navy mail authorities curtailing 
the free flow of magazines and 
newspapers to individual subscrib- 
ers overseas, supply officers are 
entering upon a large-scale plan 
involving bulk shipments of nearly 
85 titles to ships and shore sta- 
tions around the world. 

Facing a baffling problem in the 
forwarding of second class mail, 
the Navy postal servite announced 
May 1 that magazines’and news- 
| papers can go overseas only when 
|a written application has been re- 
ceived by the addressee. 


| 


Renewals Permitted 


about ration stamps too? 


v v v 
Just about the time AA’s official 
crystal gazer was predicting post- 
War newspaper circulation ex- 


Depart- | 
ment believes that the war effort | 
will benefit if leaders of the dis-| 
tribution fields can read in their} 


|own trade press what has been ac- 


complished and what -remains to | 


ture of merchandise vending ma- 
chines. Yesterday the lid came 
off almost completely, with the 
cancellation of L-21)..covering)| 
'manufacture of gaming devices, 
juke boxes and slot machines. 


Supply Seen for 
2nd Half of Year 


Washington, May 17. — Just 


tions may be completed, however, 
and renewals will be permitted 
when initialed by the addressee 
(AA, May 14). 

Admitting that magazines and 
newspapers are essential for the 


be done in the war against Japan. 


pansion with airplane distribution, | The men we have met make no 


the Atlanta Journal announced an | 


secret of their fear that with V-E}| 


ir edition. Rub that crystal ball 


ie teaniianet Day, industry and the public at | 


home may be prone to discount | 
the tremendous job that still must | 
be done to mount a crushing of- 


+ Fs 


Ne W 


| when and how much Swedish pulp 
will be available to the United 
States during the third quarter re- 
mained a mystery this week, but 
officials generally expressed a be- 
lief that the paper situation will 
improve during the second half of 


Only automats and postage vend-|morale of men in the forward 
ing machines remain under wraps, | areas, the Navy expects to offset 


Mangan Predicts Boom 
Prospects for expansion by the 
comparatively young coin machine 
industry considered’ great. 


|the decline in individual subscrip- 
i|tions by a bulk shipment plan 
|which for the first time will en- 
able ship stores to stock a wide 
variety of full-size magazines. 


York food dealers oppose | fensive at the citadel of Japanese ae 
bremiums 4 eee 1 cia hee ‘ : ““| the year. James T. Mangan, of Mangan & 
Seely ditekeae ae tak ohare, power. Whether enough will be known |Eckland, public relations and in- Se Ray ee Pee 
hey don’t see why they should | Miracles Already Worked — ab plans to influence | dustrial yy age Posse and wd Two major aspects of the plan, 
L. ive away anythi > ce 4 ; |pulp allocations late this month|a score of years advertising and) which will into effect within 
+ away anytiing Gey can sell. | The er dramatic develop- | js still uncertain. However, ne-| merchandising manager of Mills a few days aa, 
} vy frome 7 a have over-shad- | gotiations with the Swedes are | Industries, predicts that 10 years|" ; Phe Navy will purchase 
Ostby & Barton's ring campaign is| thes explain that tee coon png; | moving ahead on a number of | from now there will be from three | g 999 packages weekly of the pony 
bs sonear in Oa) tne like rs i? of peared ia tely Pte pote the | ronts. ; to five times as many coin Ma~| ditions now used by the Army. 
€ All Girls Glar _* hi rag es nto adequately understood the} Private importers had already |chines in operation as there are|‘hese will be given to men in 
With <o wager § ae aed c. | miracles that hav e been worked in | informed OPA in conferences that | now. | Sateen acone 
a oo © © boys coming | driving the enemy from our very| they were planning to ask a price} C. E. Vetterick, advertising| a a ne 
ack from the wars, things may | gates. (Continued on Page 65) (Continued on Page 66) | & The Navy will buy approxi- 
tbe as bad as they look. Japan’s war had been predicated : eryger 4 295,000 copies a, 2 
i i | é er magazines whic n 
vvy Sep Mca Gouua’ he ek ee Last Minute N Flash |have pony editions, Some of these 
Te Fort Smith newspapers are fea-|Wwould be unable to strike back. | as inute ews asnes oe ye rg ae _ + sec 
5 uri e. . -| Si H a ti ° manding officers of shore stations 
«BS hte haes_sharacter | Since Fear! Harbor, and at a time’ Mennen Increases Quinsana Budget aad venaie, Gunns will Oe 900 
won't confuse iin with any of|men and materials were going to Newark, May 18.— The Mennen Company has substantially in-|at ship stores. ay 
in 4b Burns’ Arkansas friends lab- | other fronts, fighting ships and | creased the summer advertising budget for Quinsana, athlete’s foot| _In the past, magazine distribu- 
™ ed hill billy. supply organizations have been| remedy, using full pages when possible, May through September, in tion to Navy ships and shore sta~ 
built which tore this Jap assump-| Collier’s, Liberty, Life, Look, The Saturday Evening Post, and comic gg Aw ot germ gee nna to 
a | ton to shreds, and drove the en-| strips in Metro-Comics and Puck. Special promotion is planned for sr My pi longa the a et at 
7 The Milwaukee Journal reports | ©™Y back to his own waters, June 8 to 16, National Foot Health Week. H. M. Kiesewetter Adver- | points. Supply officers point out 
, db lis = 7 = jp serge Bases Are Ready | tising Agency, New York, is in charge. ‘that fleet units move so rapidly 
1 etropolis buy roo er than cola) pti} now fighti : : lthat publications were out of date 
‘ + ie : : ghting in the Pa- . x that publications were out of date 
st gon py ae | cific has been a battle for position, | Monitor to Spend $1,000,000 in Magazines | before they reached their destina- 
| 


hore of than either, you’re right. (Continued on Page 40) 


| 


, ? F 


) x = - 
_+he cigaret advertisers are hint- Sidelights eee 
8 supplies may be consider- 


re generous in the near | 
but some people will be 
nted if they’re deprived of 
orite gripe. 


of Pacific trip. See ‘In 
Washington,’ Page 32. 
Other features: 


v v v 
) sketch of F. R. Felana| Aldine ‘ 
wasn’t appreciated by Chain Store Sales 54 
i ly in the BBDO organiza- | Editorials 12 
c le has some expense ac-/| Farm Publication Linage 58 
“ n his desk which he says | feature Page 39 


going t kay. , 
a Getting Personal 42 
Information for Advertisers 12 


56 


~~ &»» 


D. Palmer, Inc., predicts | Magazine Linage 


improvement in postwar)! Photographic Review 7\ 
, but thus far nothing has | postwar Planning 


1 about making it easier to 


the cap off a metal con- Private Lines 


45 
Rough Proofs I 


Copy Cus. | Voice of the Advertiser 34 


electrical appliance wholesalers, will start magazine advertising in 


October, through Buchanan & Co. 
| completed. 
| and newspaper advertising for the 
of full deliveries. 


The list of magazines has not been 


The corporation plans to spend $1,000,000 in magazine 


Monitor trademark in the first year 


Capitol Records Names BBDO; Will Spend $300,000 


Los Angeles, May 18.—Capitol Records, Inc., has appointed Batten, 


| Barton, Durstine & Osborn to handle its advertising. 
000 will be spent in nine consumer 


More than $300,- 
* magazines including Esquire, Life, 


Look, Movieland and The New Yorker and in business papers 


New York, May 18.—Newsweek 


to handle advertising. 
This figure ha 


overseas editions, 


Elkhart, Ind., May 18.- 
Keller, Inc., 


The account, formerly held by 
son, Inc., is currently worth $100,000 but formerly was wo! 
been cut due to the high co 
and the loss made up by decreasing 


‘Newsweek’ Switches from McCann to Cairns 


has appointed John A. Cairns & C 
McCann-Erick- 
th $700,000 


Ne IDSILWEE } . 


; 


t of 


printing 


promotion co 


> t 


50|Miles Appoints Zimmer-Keller Agency for Test 
Miles Laboratories, Inc 
Detroit agency, to conduct advertising of a 


, has named Zimmer- 


new product, 


the nature of which has not been disclosed 


New York, May 18.—Monitor Equipment Corporation, owned by 60 tion. 


Mail Piles Up 


Postal authorities faced a simi- 


lar problem on a much larger 
scale. With Navy men shifting 
stations frequently, second class 
mail accumulated at fleet post 
offices, sometimes following men 
halfway acros the Pacific and 
back to a station in this country 
before reaching them 

While the Navy has provided 
directory service for the forward 
ing ol econd Cla mall i 
pointed out that the job h be 
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fleet px ffices, and in additi 
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a bulk magazine distribution plar 
_ has been worked out which pro- | 
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vides for the forwarding of pub- 

lications via provision ships and | 

tankers to fleet supply bases. 
Includes 35 Magazines 


| tentative 


ing a better determination of what 
the Navy men want. Original selec- | 
tions of full-size magazines are| 
too, officials say, until | 


'a poll can be taken showing ac- 


Under the plan, the Navy is| 
purchasing from available funds 
8,000 of the two-pound packages 
of pony editions which are as- 
sembled each week for the Army. 
Each package contains approxi- 
mately 35 magazines, sufficient for 
150 men. 

These two-pound packages will 
be assembled in shipping crates 
and loaded on the fast cargo ships 
for transfer to fleet supply points 
and to individual ships of the 
fleet. 

In addition, the Navy is pur- 
chasing approximately 295,000 
copies of about 55 full-size weekly 
and monthly magazines for han- 
dling at ship stores. These maga- 
zines will be assembled in 40- 
pound lots and forwarded to the 
fleet by the same provision and 
tanker route. 


Will Poll for List 


Use of the Army pony editions 
is regarded as a somewhat tem- 


tual requirements. | 
Based on the records of ship} 
subscriptions and individual Navy 
subscriptions, here is the list of| 
full-size magazines which will be | 
used for the present: Liberty, | 
Army & Navy Journal, Army &| 
Navy Register, Collier’s, American 
Magazine, Redbook, Movie Story, 
Screen Guide, Photoplay, Sports| 
Afield, Movieland, Movies, Screen- 
land, Ring, Field & Stream, U. S. 
Camera, Minicam, News Pic, 
Negro Digest, Laff, Police Ga- 
zette, Captain Marvel Adven- 
tures, Action Comics, Whiz, De- 
tective Comics, Official Detective, 
Blue Book, Feature Comics, Mili- 
tary Comics, Superman Comics, 
Batman Comics, Detective Story, 
Target Comics, Police Comics, Sen- 
sation Comics, Star Western, Flash 
Comics, Argosy, Adventure, Dime 
Detective, Dime Western, Master 
Detective and True Detective. 
The Army package of pony edi- 


porary phase of the project, pend-|tions contains such weeklies as 


Life, Time, The Saturday Evening 
Post, The New Yorker, Newsweek 
and others. 

Publishers are provided with 
ex-quota paper for the pony edi- 


Nimitz Okays Overseas 
Editions of Magazines 


Although the Navy mail serv- 
ice is refusing to forward maga- 
zines and newspapers overseas 
without previous request from the 
addressee, Fleet Admiral Chester 
Nimitz has ruled that miniature 


|overseas editions, such as the Ap- 


VERTISING AGE Servicemen’s Pony 
Edition, may continue to be mailed 
to Navy personnel by individual 
friends or relatives. 


but full-size editions are 
the publishers’ 


tions, 
charged against 
paper supply. 
Originally the Navy had _ in- 
tended to use only full-size edi- 
tions because it believes that these 
are more satsisfactory from the 
point of view of the men. The 
plan was changed, however, when 
it was found that many of the 
weeklies would be unable to pro- 


- 
Heinz baby foods in glass rise to 


the top of the Hartford area market by 


consistent advertising in The Courant, 


tailers double the percentage of local 


lineage placed in The Courant. 


Nationally Represented by 


Gilman, Nicoll & Ruthman 


which circulates through the entire 

area. Placing space through Maxon, THE HA 
Inc., Heinz thus takes advantage of a 
trend which in four years has seen re- 


CONNECTICUT 


INSTITUTION SINCE 


OULaAKt 


1764 


‘vide the magazines. 


| Officials emphasize the difficulty 


‘of carrying publications nearly 
/8,000 miles across the Pacific for 
| distribution to hundreds of fleet 
lunits and shore stations in the 
|forward areas. 


| Considered Ship Cargo 


While personal mail moves by 
lair and keeps reasonably close to 
|the fleet, magazines are regarded 
as ship cargo, and as second class 
mail have lagged far behind. De- 
liveries are frequently six months 
late. 

By bulk shipment, it is pointed 
out, the publications go out as 
“stock”? on the fastest type of sup- 
ply ships. Once at a central sup- 
ply point, they inevitably reach 
a ship within a few weeks, when 
it comes in for provisions, or when 
provisions are taken out to the 
fleet. 

While most magazines are per- 
fectly acceptable to the men when 
several weeks late, supply officers 
are working on an additional plan 
to speed delivery of news maga- 
zines. This plan provides for air- 
mail delivery of the Hawaiian edi- 
tions of Time and Newsweek, and 
possibly of a West Coast edition 
of Life. 

To enable men at advanced 
shore bases to tune in on armed 
forces radio stations which dot the 
Pacific, the ship stores are now 
getting supplies of radio receiving 
sets. The initial order of 45,000 
is now being delivered. An order 
for 45,000 more sets has been 
placed, and 30,000 record players 
are also on order. The radio sets 
are made by a number of manu- 
facturers under a AA-3 priority. 
They are built to specifications 
and must be tropically treated. 
Sets will be sold only at forward 
area ship stores. 


Philip Morris 
Boosts Civilian 
Cigarets 50% 


New York, May 17.— Philip 
Morris & Co. made Page 1 in New 
York newspapers today with an 
announcement that its supply of 
cigarets for civilians in June and 
July is being increased 50%. 
On the other hand, tobacco execu- 
tives told ADVERTISING AGE that 
expectations of cuts in demand 
by the armed forces overseas in 
the next three months probably 
will increase the domestic supply 
only about 1% packages a smoker 
a month. 

The Philip Morris increase, it 
was said, is being permitted by 
resumption of operations of the 
former Axton-Fisher factory at 
Louisville, which it recently ac- 
quired. Philip Morris plans no 
change in advertising. Its in- 
creased supply, however, probably 
will be mentioned in regular news- 
paper and radio advertising, 
through the Biow Company. 


Army Cuts Quotas 


The Army Service Forces and 
Quartermaster Corps are expected 
to reduce their requirements of 
all cigaret brands for overseas use 
by about 200 million packs or four 
billion units in May, June and 
July. Current domestic cigaret 
consumption is running at 17 or 
18 billion units monthly. The 
smaller Army overseas require- 
ments thus would add about one 


and one-third billion units 
monthly. 
With some cutbacks in war 


plants, however, and 2,000,000 men 


in the armed services to be de- 
| mobilized in the next year, cigaret 
manufacturers hope soon to have 
a larger labor supply. 


‘Mutual Adds Two 


Charles King, formerly with 
|Transamerican Broadcasting & 
|Television Corporation, and Paris 
|& Peart ,New York, has joined the 
| program sales staff of MBS. Her- 
| bert Rice of the NBC production 
| department will join Mutual June 

1, to handle creative work on new 
| programs. 


|Red Cross Names Bonham 


Howard Bonham, until recently 
national director of public rela- 
tions of the American Red Cross, 
has been elected vice-chairman in 
charge of public relations. 
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Bring ’em back for good ... sooner! 
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TIES IN—Standard Oil Co. of Indiana 

supports the 7th War Loan drive with 

this copy, used in newspapers through. 
out its marketing area. 


ANPA Expansion 
Group Approves 
Retail Budget 


New York, May 17.—The ey 
pansion committee of the Bure, 
of Advertising, ANPA, meetiy 
here this week, voted approval] 
the budget, reported to be $10 
000, for a new retail departme 
which will function under the 
tail committee headed by Dy 
Bernard of the Washington Po; 

The retail division will | 
headquarters in the bureay 
present offices in New York. Addi 
tional space will be provided. Ver 
non Brooks, New York World 
Telegram, chairman, and Herbey 
W. Moloney, Paul Block & As 
ciates, vice-chairman, presente 
plans for the sales committe 
which also were approved by t! 
executive committee. 

Personnel of the two new d¢ 
partments will be announced so 


B-1 Plans Test 


B-1 Beverage Company, §$ 
Louis, will run a test campaig 
in St. Louis June 1-Aug. 15 i 
its B-1 sparkling water, to deter 
mine the relative advantage 
using outdoor, personal demon 
strations, newspapers, car car 
and other media. 


To Wilder Agency 

General Binding Corporati 
Chicago, maker of Cerlox a 
Cercla catalog and booklet bin 
ings, has appointed Almon Broo! 
Wilder, Inc., Chicago, to hand 
its account. 

Ronald N. Inglis has joined t 
Wilder staff as manager of pr 
duction, 


Appoints Anfenger 

The Missouri - Kansas - Tex! 
Railroad, St. Louis and Dallas, i 
returned its account to Anfeng 
Advertising Agency, St. Lou 
which handled the Katy’s accou 
for nearly 20 years up to 1942 


WANTED- 


Samples of You 
WAR-THENE 
PRINTING 


Please send us —at once — spe« men’ 
all printed matter that you have 
which promotes any of the off o! ™ 
theme campaigns conducted by ! 
The War Advertising Counc °° 
Graphic Arts Victory Committe: 


Kindly attach the name and « “re 
| the advertiser, the printer, anc ‘he 
dividual chiefly responsible for °° ° 
tion and execution of each pie 

The purpose is to promote | 
| war-themes and to gain mations °° 
tion for those showing highe skill 
this essential work. 


Send all entries to: 


The ‘WAR-THEME AW) \0S" 


345 Madison Avenue, New York !7, * 
Sponsored by The Martin Can’ a 
ugerties, N. Y. ms 

Specialists in Coated Papers 5° 
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MONG our clients are many in the institutional 


field which, naturally, makes us very much aware of this 
market. It is surprising to us, therefore, that there are 
still some manufacturers who do not fully appreciate the 
tremendous size and scope of its potentialities—which, 


in an item like food alone, constitutes yearly purchases 


of over five billion dollars. 


‘It is my suggestion to these manufacturers as well as 
any others who have products that can be used by insti- 
tutions such as hotels, hospitals, restaurants, schools and 
colleges, industrial cafeterias, veterans’ hospitals and 
others to review very carefully the merits of the insti- 
tutional market—especially now in conjunction with their 


postwar activities. 


“With a broader knowledge of this ever-expanding field, 
manufacturers of foods, food-serving equipment, room 
furnishings, remodeling and building products, kitchen 
equipment and many other classifications under the mass 
feeding and mass housing heading will find that the insti- 
tutional market offers an excellent means for creating 
immediate as well as future sales. Also, it serves as a 
permanent backlog which can be easily and profitably 
developed if a manufacturer will give to it the proper 


recognition and promotional emphasis which it deserves. 


‘There is no question at all in my mind but that the insti- 


tutional market will show even greater promise tomor- 


) ’ ‘ 


A DVERTISING A GENCY 
DEFINES YOUR | 


“Food Purchases Alone, 
Over 5 Billion” 


ny 


At right, Donald 
H. Parker, Vice- 
President and 
Account Execu- 
tive of Needham 
& Grohmann, 
Inc., New York 
advertising 
agency, who, in 
the accompany- 
ing statement, 
defines the Insti- 
tutional Market. 


row. In analyzing this market, here are a few salient 


points which may prove helpful: 


(1) Well defined distribution 

(2) Volume in large unit sales 

(3) Relatively low sales and advertising cost 
(4) Excellent sampling market 

(5) Vital influence on consumer buying habits 
(6) Steady, healthy growing market 

(7) Profitable repeat orders" 


In the preceding statement, Donald H. Parker, Vice- 
President and Account Executive of Needham & Groh- 
mann, Inc., New York Advertising Agency, has high- 
lighted some of the factors that make the institutional 
field a market for volume sales both now and in the even 
more active period which lies immediately ahead. Like so 


many other agency executives, Mr. Parker has taken 


cognizance of the tremendous concentrated buying 
power as represented by this ever-expanding field of 


mass feeding and mass housing operations. 
* * x 


INSTITUTIONS Magazine is the only publication serving 
all related divisions of this broad mass feeding, mass 
INSTITUTIONS Magazine is the only 


publication which gives you access to the buying factors 


housing market. 


in hotels, hospitals, restaurants, schools, colleges, indus- 
trial cafeterias, railway systems, steamship lines, govern- 
ment, public and similar types of institutions. Your ad- 
vertising messages in INSTITUTIONS Magazine will 
gain the kind of acceptance they must have to share 
fully in this big consumer market. For complete details 
write INSTITUTIONS Magazine, 1900 Prairie Ave., Chi- 
cago 16, Illinois or Consult Your Advertising Agency. 


SE 1 Your BIG Market of BIG Consumers 
Ff Production of ae 
j j loyee Cafeteria Forecast of Postwar Allow consists of the following institutions which are reached each month 
Hail Color Dyn amics | Employ | Building Products Small Dishwasher by INSTITUTIONS Magazine: 
as Paint Science to Cost $600,000 Building Fro: chee Story, Toe Pea) | | ‘ , 
See Story, This Pass) ee. ee eg * Hotels ® Industrial Cafeterias 
= an ee * Hospitals * Colleges 
Tce 6 Mocs * Schools * Railway Systems 
penn Gate. ote: * Restaurants * Steamship Lines | 
beens he sss Cate, * Public Institutions ® Public Buildings 4 
Jects "com. 7 ap ger at * YMCA's and YWCA's °* Other Institutions 
woe te ‘ eae . . P 
" ; d. oe the duration of the war—in additi to its regul irculati 
(+ ce 4 i A G eh A 2 me = N_ — : i INSTITUTIONS. iaaesies “is balee sent to bemere ‘aaa ipecilers of me 
<=2 : : = Chicago 16, 1, U.S A ie ‘ 35 Cents a Copy, $3.00 « Yeor housing and mass-feeding products for those directly engaged in the war 
vO. 16. NO. 2, FEBRUARY, 1945 i pn Baten ee ; : effort 
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Advertising Age, May 2 j94 


Ford revealed last December!follows shortly after Army ter-|in the first full production year, | 4 i 
(AA, Dec. 11) that its entrant in|mination of B-24 bomber output | which compares with slightly yore, Campaign Rea Y 
the field will be priced at around/at Willow Run and reduction of|than 1,000,000 Fords and Mer- | = 
|$800 f.o.b. Detroit, will be a full-| Ford aircraft engine production|curies made in 1941. It is not for Peacetime 
'size car and will make from 28 | here. |/known exactly how many cars| 


Chevrolet Plans 


® e ht 7 
WW to 30 miles to a gallon of regular| Studebaker has just announced|Plymouth and Chevrolet plan to| mm 
Lighter elg | ‘that its contracts to build B-17|}make of their lightest models. Curtis Co ar fe) 


asoline. 
, ‘ ror |engines and parts at Chicago, Fort;None has announced details of | (Picture on Page 7! 
| Ford in Deter Festten | Wayne and South Bend, Ind., will | these models, but all indicate there; §t. Louis, May 8. — “ 
5 eaper ufos _ Ford may also be expected to|end June 30. Since 1939, when it} will be some new features. | Great Lifeliner; Tomorrow 
%e ‘reach the market with its new! brought out the Champion model,| The answers to many questions | Airliner” has been chosen 
Pg pe model before GM because it, along|Studebaker has had the lightest |concerning the date and amount|slogan for Curtiss-Wright 
’ ‘ Cutbacks in Ford with Studebaker, is generally con-| weight car in the full-size model| of lightweight and regular-weight|ration’s peacetime version 
“ie P| M GS} | sidered as having the easiest job|field. Others with such models|cars to be produced, the changes |C-56 Commando transport 
, ants ay ive It of reconversion in the industry. (are Plymouth and Nash. |in body design, prices, etc., may| The plane—a_ twin-engin 
Yesterday’s announcement by | 


& 


Edge in Race 


Detroit, May 16.— General 
Motors Corporation, through its 
Chevrolet division, plans to pro- 
duce a lighter weight, more eco- 
nomical automobile sometime after 
V-J Day, C. E. Wilson, president, 
disclosed today. 

The announcement indicates that 
Ford and General Motors will 
compete keenly in this lightweight 
class postwar, although Ford may 
get the jump on GM because its 
plans have already gone through 
the design stage. GM, Mr. Wilson 
says, is so far only in the “idea 


WPB that the industry can turn | 


out 200,000 passenger vehicles in 
the last six months this year, and 
400,000 the first quarter of 1946, 
shed no light on the imminence of 
the lightweight car output. WPB 
said that its go ahead covers cer- 
tain models, but did not specify 
the models covered. 

Ford’s position was strengthened 
over the weekend when the Army 
announced it has ordered a cut- 
back in Ford jeep production at 
Richmond, Cal., Louisville, Dallas 
and Detroit—an order that may 
augur complete termination 
within a few 


months of Ford’s | 


*41 Prices, Weights Shown 


Approximate °41 weights and 
lowest f.o.b. prices of the com- 
peting lightweight cars were: 
Studebaker, 2,450 pounds and 
$770; Nash, 2,550 pounds and $780; 
Plymouth, 3,000 pounds and $780; 
Chevrolet, 3,000 pounds and $795, 
and Ford, 3,050 pounds and $802. 

In that year, Studebaker pro- 
duced about 100,000 Champions 
and Nash turned out about 90,000 
of its light ‘‘600’s”. Each has an- 
nounced it intends to turn out at 
least 200,000 units in the first year 
of full production. 


Ford plans to produce 400,000|and Paper 


first be announced in ad copy. It | or 42-passenger ship with 


seems certain that advertising will 
increase markedly as auto pro- 
duction increases, space shortages 
notwithstanding. Even before the 
public and the industry learned 
of the possibilities inherent in 
present productive capacity, it was 


‘recognized that automotive adver- 


tising will gain considerably in 
the next half year (AA, May 7). 


Pulp Industry Appoints 
Stewart-Lovick Ltd., Vancouver, 
B. C., has been appointed to 
handle advertising for the Pulp 
Industry of British 


|cruising speed of 251 miles pe 
| hour—will be promoted with °y 

/color bleed pages once a nth 
in Collier’s, Liberty, Newsvweel- 
United States News and othe 
magazines. Copy will emphasix 
that Commandos are the te 

twin-engined planes and provyj 

superior comfort and greate?# 
safety, and the upper half of each 
ad will tell of a wartime servicd 
performed by the transport. War 
correspondents, actresses an 
others will be featured, telling th, 
stories of their wartime 

riences on the planes and 
they prefer to “Fly Commando.” 


stage” with its plans. contract to make jeeps. The order | units of its new lightweight model | Columbia. 


load, the plane is unequaled 
flights up to 750 miles and high 


competitive on longer flights, and 
4. a { O | -D) ; : A N that its exclusive “V-Tab” pe 
: {mits faster loading, one of th 
most important factors in airlin 

operations. 


Ads will also be placed in pub- 
lications reaching investment 
bankers, cargo shippers and trav 
agencies, and insertions will be 

l Advertising in the B.P.1.C. Special- 

s . . . . . 

ized Export Magazine Ingenieria 

Internacional Industria (Established 
| 1919), circulating on a paid subscrip- 


Fastest Up to 750 Miles 


Ads in Air Transport, Amer 
can Aviation, Aviation News, et 
will emphasize that for economy 
of operation and maximum of pai 


placed in publications in many 
foreign nations. 

Gardner Advertising Company, 
St. Louis, was named two mont! 
ago to handle the campaign. 


5 Art Directors 
Clubs Organize 
National Group 


New York, May 17.—The Na- 
tional Society of Art Director 
composed of the entire member- 
|ship of the art directors’ clubs 
| Boston, Chicago, Los Angeles, N‘ 
| York and Philadelphia, has be 
| chartered here. 

Signers of the charter were Wil- 
liam Irwin, Dancer - Fitzgerald- 
Sample, president of the Art Di- 
rectors Club of New York; Earn- 
est Elmo Calkins, retired, forme! 
of Calkins & Holden; Willia 
Oberhardt, artist and _ illus! 
Lester J. Loh, J. M. Mathes, Inc.: 
Dr. Mehemed Fehmy Agha, con- 
sulting art director, and Ren 
Clark, Calkins & Holden. d 

The New York club, founded 29 
years ago, is the oldest, fo ed 

: ; by Philadelphia, Chicago, 1 

4 oto Re . and Los Angeles. The clul 

he EX : continue to operate separate! 


will be affiliated through t! 
° PANAMERICANO EspiC),.> 


tion basis throughout Latin American 
industry. 


‘Trade Counsellors Staff—to help you 
line up sales distribution to sell Latin 
American industry. 


Direct Mail Service, permitting com- 
plete or selected coverage of Latin 
American industry. 


) The Latin American Industrial Buy- 
| ers Guide, published annually (June 
1) and sent to kev buvers and sales 

é : ° : NUMER 
representatives throughout Latin aa : 


tional society. The society ins 
to expand its educationa 
other activities. 


Studies Negro Market 


American Business Ser\ 
Advertising Agency, Inc., D 
has issued the first edit 
“Trade Manual for Detroit’ 
000 Negroes,” to be pul 
three times yearly. The |! 
contains biographical listi! 
prominent Detroit Negroes 
series of articles analyzi! 
Negro market in that area. 


American industry. 


More detailed information about any of the B.P.I.C. 


Specialized Export Magazines will be sent on request. 


Business Pusrisners INTERNATIONAL CorPORATION 


[ Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. {Inc.) ] 
330 WEST 42nd STREET, NEW YORK 18, N. Y. 
a 


4 
ps 


L BakersHe 


FACT NO. 21 — 


Renewal percentage has 
been steadily rising from 7 
54% in 1942, to 64.6% in 
1944— one more indica- 
| tion of vital reader inter- 
est in BAKERS’ HELPER 
Ask for further details 
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“ Despite severe rationing of newsprint, and an ever- 
p growing demand for The Chicago Sun far in excess of the 
ne Na- 
rector available supply, the circulation of The Sun paradoxically 
embe 
— continues to grow... .and some may wonder ‘‘How come?”’ 
Pe LV 
7 The Chicago Sun feels that it is best serving its read- 
re W . "Sad 
erald ers—and advertisers—by exercising a careful well-balanced 
Art D } ‘ 
. Earn- control of circulation and of content—both editorial and 
seme! APRIL 1942 
7 liar . . 
share advertising. 
t 284,809 6 
— Through intelligent space-saving in the handling of 
Rene : ee “ 
news and features, and the judicious control of advertising 
ded 25 . ; 
lowe volume, the quality of the newspaper has been steadfastly 
=e 
bs_ will maintained. 
Pee The Sun’s steady increase in circulation is the result 
le APRIL 1942 of a natural, solid growth—where it will do advertisers 
4 the most good! 
- 275,059 


p! she Figures shown are 
Average Net Paid Daily 
as published in The Chicago Sun 
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400 West Madison Street, Chicago 6, Illinois 


250 Park Avenue, New York 17, N. Y. 


= tonal Representatives: THE BRANHAM COMPANY 
ICAGO: 360 North Michigan Avenue + NEW YORK: 230 Park Avenue 


‘anta « Charlotte + Dallas + Detroit « Kansas City « Los Angeles « Memphis + St. Louts + San Francisco 
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Non-War Goods Get 
WPB Okay; Supply 
Picture Clouded 


Krug Predicts Mass 
Production Unlikely 
Until October 


Washington, May 16.—-Restric- 
tions on the production of non- 
war goods were lifted at a rapid) 
rate during this first week after 
V-E Day, but the uncertainty of 
cutbacks and shortages of vital| 
materials have put American in-| 
dustry on its merits for at least 
the next six months. | 

With lead, tin, wood, paper and | 
textiles remaining critically tight, 
WPB lifted 90 of its limitation 
orders and 43 schedules of regu-| 
lations, with the warning that the | 


production when critical controlled 
materials were involved. 

WPB Chairman J. A. Krug 
noted that cutbacks to date are 
below expectations and predicted 
that shortages of materials would 
delay at least until October mass | 
production of major consumer 
durables such as_ refrigerators, 
radios, electric stoves and metal 
furniture. 


Calls for Ingenuity 


Renewing his prediction that 
within a year production of civi- 
lian goods would achieve the 1939 
rate, Mr. Krug commented that 
manufacturers will now have a 
chance to use that good American 
ingenuity again. 

As the plan for Period One, as 
the V-E to V-J Day era is called, 
went into effect WPB offered these 
steps to assist reconversion: 

1. Manufacturers were granted 
an AA-3 rating for tools and re- 
lated capital expenditure for re- 
conversion, with auto firms prom- 
ised delivery of $50,000,000 worth 
in seven to nine months. 

2. Inventory restrictions were 
modified to allow stockpiling of | 


needed for 
production. 

3. Spot authorization was rein- 
stated and CMP open-ended as of 
July 1, to enable civilian manu- 
facturers to buy materials not 
needed for essential military pro- 
grams. 

4. Manufacturers producing less 
than $50,000 of products a quar- 
ter were assigned a CMP rating 
to assure materials for small busi- 
nesses, veterans and new enter- 
prises. 

Meanwhile surveys showed that 
lumber might turn out to be a 
difficult element in the reconver- 
sion picture, particularly for the 
building trades which might other- 
wise absorb thousands’ of dis- 
charged war workers. WPB also 
warned that there has been no im- 
provement in the tin or lead sup- 
ply. Platinum is expected to con- 
tinue short in the jewelry trade. 


anticipated civilian 


Tire Quotas Upped 


Some cheerful news stemmed 
from an announcement that tire 
quotas for civilians would be in- 
creased substantially in the com- 
ing months. There was good news 


way was not assured for civilian|a 30-day supply of material! about steel and copper, too, with 
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comeeventnG BULLETIN 


T He v 5, Penna- 


This is the real McCoy 


Make no mistake about it—this is not a 
piece of promotional literature. It 


complete, up-to-date market 


Philadelphia and the Philadelphia trading 


area. 


into sales areas and routes—with the popu- 


It shows the entire market divided 


is a 

data book of 

all potential. 
And that’s not 


THE 


lation of each. And this is further broken 
down into class of population—with factors 


to indicate class of buying power and over- 


the half of it. The whole 


story's yours on request. 


EVENING BULLETIN 


Philadelphia, Pa. 


Mr. Krug predicting that the steel 
industry could meet both war and 
civilian requirements. At the same 
time a number of orders limiting 
manufacture, delivery and instal- 
lation of copper products were 
lifted. 

On the critical list of materials 
were: Textiles, lumber, leather, 
many chemicals, containers, pulp 
and paper, tin, lead, cadmium and 
rubber. 

High on the priority list of 
civilian items that will be made, 
many on regular government 
schedules, were oil drilling equip- 
ment, locomotives and freight cars, 
trucks, utilities and farm machin- 
ery. Subject to more delay were 
passenger automobiles, mechanical 
refrigerators, metal furniture, elec- 
tric ranges, radios and cooking 
appliances. 

Henry P. Nelson, coordinator 
for automobile reconversion, said 
this week that the industry will 
make about 200,000 cars during 
1945, mostly late in the year, and 
that production will step up so 
that 400,000 will be built during 
the first three months of 1946. 

According to the plans worked 
out by auto manufacturers, pro- 
duction will be resumed about 
July 1 on a first come-first served 
basis with all manufacturers free 
to make civilian models as soon 
as they have the plant capacity 
and labor. 

The industry anticipates serious 
difficulties obtaining upholstery, 
batteries, tires and a few other 
items, but it has decided to go 
ahead and face each problem as 
/it comes to it. Mr. Nelson said 
|that though basically prewar mod- 
|els, the new cars are expected to 
|have plainer and cleaner lines 
than the 1942 product. Because 
of the small quantity production, 
they will sell for somewhat 
higher prices. Cars will continue 
to be rationed to essential claim- 
ants, including salesmen, until 
some time after production reaches 
the industry’s “break even point” 
of 180,000 a month, Mr. Nelson 
| explained. 
| Radio Industry Tied Up 
| The radio industry advisory 
committee reported that orders 
for electronic equipment for the 
Pacific war were well ahead of 
capacity and no reconversion 
would be possible until require- 
iments fall below 90% of the 
|monthly delivery rate for early 
| this year. 

Among the items freed from pro- 

| duction control were: Motion pic- 
_ ture projection equipment, floor 
sanding machines, typewriters, 
|coin operated vending machines, 
‘coal stokers, wall furnaces, alarm 
| clocks and golf clubs. 
In all these cases WPB warned 
‘that no materials were necessarily 
| provided. According to present 
| plans, the Controlled . Materials 
/Plan will continue to operate to 
|the end of the year for the pro- 
tection of military programs. Es- 
|sential civilian production will be 
programmed through the third and 
possibly the fourth quarter of the 
year, but production of other ar- 
ticles, currently released from re- 
striction, will be permitted when- 
ever manufacturers can obtain 
labor and materials. 

The WPB reconversion program 
apparently represented a consid- 
erable triumph for Maury Maver- 
ick, chairman of the Smaller War 
Plants Corporation, for it included 
|most of the small business provi- 
|sions he had demanded. 

Maverick had asked a priority 
for small firms to enable them to 
get materials for civilian produc- 
tion; continued programming of 
civilian goods, and inventory con- 
trols to prevent hoarding. 
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PARLIN 
George A. Lundberg, right, head of 
the department of sociology, Univer. 


AWARD WINNER—p;. 


sity of Washington, receives the 
Charles Coolidge Parlin Memorial 
Award for his lecture before the 


Marketing Association. Walter D., 
-uller, president of Curtis Publishing 


fist chapter of the American 
Co., made the presentation. 


Erwin, Wasey Unit 
Now Honig-Cooper 


San Francisco, May 16.—A once 
familiar agency name, Honig 
Cooper Company, will be revived 
July 1 when it takes over servi 
ing of accounts handled by EF 
win, Wasey & Co. of the Pacifi 
Coast. 

The Honig-Cooper firm droppe 
its name in 1929 following an al 
liance with the eastern agency 
but functioned as a separate co 
poration, owned and operated er 
tirely by the Honig-Cooper grou 
According to the agency her 
there will be no major changes ir 
personnel or service. 


Executives Remain 


Present officers of the agency 
most of whom were connected 
with the Honig - Cooper Company 
prior to 1929, will continue to o; 
erate the firm. They include: I 
| San Francisco, S. R. Hutton, presi 
dent; H. E. Krieger, secretary 
treasurer; Louis Honig and Hebe! 
Smith, vice-presidents; and Glau 
ser, art director; in Seattle, War 
ren E. Kraft, vice-president an 
resident manager; in Los Angeles 
|H. A. Stebbins, vice-president an 
|resident manager. 
| In New York, meanwhile, Erwin 
Wasey & Co. announced the estal 
‘lishment of a completely staff 
‘office, in the White-Henry-Stua! 
| building, Seattle. It will servic 
Erwin, Wasey accounts in_ tha 
| area, 


Dailies’ Use of Print 
Increases 1°, in April 


| Daily newspapers reporting ! 
| the American Newspaper Publish 
jers Association consumed 203,23 
tons of newsprint paper in Ap” 
| of this year compared with 201,19 
in 1944 and 256,431 tons in 194! 
|the base year for calculating @ 
|lowable use by newspapers. Thi 
represents an increase in use 
April, 1945, from April, 1944, 
1% and a decrease under Apt! 
1941, of 20.7%. 

Total estimated newsprint con 
sumption for April this year wé 
280,323 tons, including all ‘ine 
of uses of newsprint paper F° 
the first four months of the cul 
rent year, it was estimated § 
1,056,953 tons. During thes: ‘10 
months reporting newspaper use 
766,291 tons of newsprint, ae 
| crease of 1.8% under the -orre 
|sponding period last year, ¢ 
|decrease of 20.5% under | 
|four months of 1941. 
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"IN YOUR BACK YARD? 


a. a 


That’s the pleasant experience in store for Los Angeles 
when peace comes. Extra pleasant because the war- 
built Kaiser steel mill at Fontana is such a great 
potential factor in Southern California’s bright 
industrial future. 


Known deposits of high-grade ore less than 200 miles 
away are great enough to supply *500 tons of pig iron 
per day for more than 200 years! Adequate deposits of 
coal and limestone are at hand ... plenty of water, too! 


And because locally produced steel is expected to 
expedite local manufacturing and to provide savings in 


*U.S, Geological Survey, Bulletin No. 503. 


“Everybody’s Newspaper” 
in Southern California 


DOMINANT NEWSPAPER OF 


AMERICA’S 


a ae ae ee if 


cost, there’s a great expansion ahead for Southern 
California processors and fabricators. Pay rolls will be 
vastly increased in mines, mills and plants. 


This is but another example of the bright postwar 
future of an already prosperous market . . . a future 
that points to an even greater public income. 


We'd like to show you how you can tap this richer 
market through the Los Angeles Times. We'll do it 
at the drop of a postcard to THE TIMES, or to our 
representatives. 
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24 Ford Dealers 
to Maxon; JWT 
List Is Uncertain 


Detroit, May 17.—Ford Motor 
Company dealers in six areas re- 
vealed today that their accounts 
will be handled by Maxon, Inc., 
bringing that agency’s number of 
Ford dealer accounts to 24. 

There are 33 sectional Ford 
dealer accounts. Maxon officials 
here and in New York say their 
agency handles accounts in 24 
areas, including all southwestern 
regions, part of Pennsylvania and 
the like. The six accounts an- 
nounced today include Buffalo, 
N .Y. (C region), Edgewater, N. J., 
Pittsburgh, Somerville, Mass., 
the Richmond, Va., and Washing- 
ton, D. C., sales branches of the 
Ford Sales B region. 


Thompson Handles Others 


Maxon officials indicate that 
eight or nine of the 33 areas 
are handled by J. Walter Thomp- 
son Company, which also places 
the national advertising of Ford. 
The latter agency admits it han- 


|dles West Coast dealers, Southeast- 


;ern and some 
accounts, 


and | 


other area dealer 
but does not claim any 
specific number. 

There undoubtedly is some over- 
lapping of accounts, since dealers’ 
sales areas vary from time to time. 
Some of the accounts are on paper 
only, because dealer advertising 
has been dormant in some regions 
since Ford stopped producing au- 
tomobiles. 

Ford officials here say they know 
only that Maxon handles about 
75% of the dealer accounts. 

In the past, Ford dealer contracts 
have provided that dealers pay a 
maximum of $10 a car to a pool 
fund which was used by the 
manufacturer for advertising. This 
pool was augmented by Ford 
funds. The pool ad fund, however, 
has in the past been kept entirely 
separate from the national budget 
employed by Ford. 

It is believed Ford has con- 


itributed only a few dollars per 


car to the co-op pool yearly, 
bringing it to $12 in some years, 
but the company’s separate na- 
tional advertising expenditure 
probably has brought the expense 
per car to at least $25 yearly at 


| different times. 


Shettield, Borden 
Tell Food Editors 
of New Products 


New York, May 17.—Formulac, 
a new baby food that is intended 
to provide infants with a well- 
rounded diet which will eliminate 
the need for cod liver oil and 
orange juice, will be marketed 
here in about two months through 
drug and grocery stores, the Shef- 
field Farms Company division of 
National Dairy Products Corpora- 
tion told a conference for food edi- 
tors of more than 35 metropolitan 
and suburban newspapers here 
this week. 

The new product, a_ sterilized, 
evaporated milk with additional 
nutrients, must be diluted with 
freshly boiled water in proportions 
prescribed by a physician. It 
comes in a 14-ounce tin, and sold 


it was first introduced about a 
month ago. N. W. Ayer & Son is 
the Sheffield agency. 

The Borden Company will in- 
troduce Borden’s Instantly Pre- 


|pared Coffee, developed for the | Broadcasting System. 


for about 16 cents in Ohio where | 


Army and first used by it in No-| 
vember, 1943, to the Greater New 
York area about June 1, provided 
the set-aside for war needs is re- 
duced from 100% to 50%, W. T. 
Fitzpatrick, director of sales of the 
grocery products division, told the 
conference. The chances for this 
set-aside now appear likely, he 
said. Newspapers, followed by ra- 
dio, will be used to promote the 
product, which is a 100% pow- 
dered coffee, to be distributed in 
two and a half-ounce containers. 
It will yield more coffee than a 
pounds of ordinary grind, and will 
require only that a level teaspoon 
be mixed with a cup of boiling 
water, it was explained. 

At the same time, W. F. Leices- 
ter, president of the Casein Com- 
pany of America, a Borden sub- 
sidiary, told the group that a new 
cement, Casco Phen, will be intro- 
duced for commercial use as soon 
as containers are ready. Young & 
Rubicam, Inc., New York, handles 
Borden and its subsidiary. 


WBAC Goes Mutual 


Station WBAC, Cleveland, Tenn., 
250 watts, has joined Mutual 


Aud Buea of Circulation 


AS AN ADDITIONAL ASSURANCE 
OF ITS QUALITY CIRCULATION 


*Serving the Paperboard Mill and Paperboard Box Industries 


Board Propucts PUBLISHING Co. 
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WPB Drops Order 
Against Display 
of New Models 


Washington, May 16.—A 


; ng 
the reconversion benefits \ hich 
came to American industry {hj 
week was suspension of the \Wpp 


order preventing display of ex. 
perimental models built in ant ¢j- 
pation of reconversion. 

For nearly a year firms how 
been allowed, under priorities ;eg. 
ulation 23, to build postwar mod- 
els so long as they cost no more 
than $5,000 and were not used to 
promote sales or create consumer 
demand. 

The regulation had been adopted 
as one of four reconversion orders § 
last summer when it was believed 
the end of the European war was 
imminent. Later WPB found itself 
in trouble repeatedly by trying g to 
decide when a model was being 
used for promotion purposes and 
when it was not. 


Models Were Removed 


During the merchandise show 
in Chicago last winter a number 
of appliance firms ran afoul of 
WPB compliance men who forced 
removal of a number of displays 
based on postwar experimental 
models. The agency finally de- 
cided that it was all right to dis. 
play a photograph of the model, 
but that the article itself must 
remain under wraps. At that 
time, officials insisted that the or- 
der was designed primarily to 
ease the way toward reconversion 
by permitting trial manufacture 
of products which were regularly 
| prohibited by limitation orders, 

Today’s action removes the dol- 
‘lar limitation and the restriction 
'on exhibiting the models to the 
| trade or the public. While manu- 
'facturers may now circulate or 
display the models “made for 
bona fide experimental purposes” 
it was said, they “may not make 
such models solely for display pur- 
poses.” 


Publishers, Food 
Trade Push ‘Save 
Paper’ Campaign 


New York, May 17.—Posters 
urging the public to carry its 
packages without bags or exces- 
sive paper wrapping have bee! 
distributed to 420,000 grocery anc 
variety stores throughout the 
country by the WPB conservation 
and salvage division. 

Distribution of the posters was 
undertaken by the Periodical Pub- 
lishers National Committee, under 
the direction of Arch Crawford, 
on leave from Curtis Publishing 
Company; the Grocery Manufac- 
turers of America and the (field 
staffs of General Foods, H. J. 
Heinz, Kraft Cheese, Nationa! Bis- 
cuit, Procter & Gamble and Sitand- 
ard Brands. 

To conserve paper, the posters 

themselves are small _ in Ze, 
10%2x13%”, and are of light s 
They say: “Please...1. A 
wartime packaging cheer! 
2. Carry Your Own Shopping ag 
3. Don’t ask for unnecessary Ww "<} 
ping. Paper Packs a Punch! ve 
All Waste Paper... It Is Needed 
for War.” 


Matson Succeeds Reynold 


Dean R. Matson, Chicago re re- 
sentative of Collier’ s, has been 4! 
|pointed western advertising 
|}ager of Crowell-Collier Pub! ng 
| Company, succeeding B. J. ss 
nolds, who died April 25. 


THE DAILY BUSINESS NEWSPAPER O! 
NATION’S GREATEST INDUSTRIAL : 
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eagerly look forward to 
ng of each weekly issue. 
pendium of weekly foreign 
Stic news, I know of 
its equal for the busy 
or professional man." 


hn Ten Hoor, Chairman 
INDUSTRIAL 
COMMISSION 


Neither Government nor Business can 


function without the other ..... 


Government finds out what Business is 


doing through questionnaires Seve. -« 


Business finds out what Government is 


oing to do through the pages of The 


United States News. Important informa- 


tion for important people ....... 


Hundreds of Corporations and important Trade Associations 
keep in close touch with Government through permanent offices 
located in Washington. More than 4,000 officials of Trade Asso- 
ciations are paid subscribers to The United States News 


80° read it at home ... 90° read it cover-to-cover. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 
corporate and family buying 
* 


Daniel W. Ashley, 


Vice President in charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y. 
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Many Fields Sef 
for Boom Market 
in Frozen Foods 


Refrigerator and 
Locker Plant Makers 
Vie for Position 


home freezers. 

The National Frozen Food 
Locker Association reports that 
there now are about 6,000 locker 
plants in the U.S., with individual 
lockers serving upward of 2,000,000 
people. Most of the plants are 
equipped to cut up, wrap and proc- 
ess meats, and quick freeze vege- 
tables for storage in the rented 
lockers. The association expects 
an additional 5,000 plants to spring 
up when war restrictions are lifted. 

Allyn R. Heck, newly appointed 
merchandise manager, household 
refrigeration department, Westing- 
house Electric Corporation appli- 
ance division, predicts that a third 
of a million home freezer units 


will be influenced “to a great ex- 
tent by whether or not rationing 
is continued after the war, how 
rapidly and extensively the food 
industry makes frozen foods avail- 
able and how valid are the widely 
divergent predictions of consumers’ 
postwar purchases.” 

There must be recognition of the 
fact that, with products unavail- 
able, it is easy now for the con- 
sumer to believe that a certain 
item will be his first postwar pur- 
chase and that later, when civilian 
goods are available, the buyer may 
need or be sold a different piece 
of merchandise, Mr. Heck said. 


Drawing Up New Program 


visual teaching methods and we 
are devising a new program which 
dramatically and simply will in- 
form retailers and other newcom- 
ers to the appliance business of 
our product and the oportunities 
in our field.’ He revealed that 
Westinghouse expects substantial 
sales in home freezers and in the 


new two-temperature refrigerators. 


The frozen food business, which 
even now hits a total annually of 
nearly a quarter of a billion dol- 
lars, “in time will exceed that of 
the perishable food industry, cur- 
rently $18 billion a year,’ Howard 
R. Roberts, general sales manager, 
Deepfreeze division, Motor Prod- 


ae = 
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ical refrigerators sold, and wh 
there are only about 2) 009 
wired dwellings in the nation tog 
it is conservatively predicicg 4, 
over 2,000,000 additional units y 
be sold each year for the nex; 
years,” he declared. Electriga 
tion of another 2,500,000 firme. 
the next five years, as announg 
by REA, and 5,500,000 additi, 
dwellings with electricity } 
well for the industry. 

Effects on other industries. y 
Roberts pointed out, include 
great increase in types and p; 
duction of food grown, and -; 
increase in compressor and cabin 
production. “The 30,000 units 


erences 


Chicago, May 17.—Jockeying has ucts Corporation, said recently. 


retail stores at present will be j 
Mr. Roberts said the wholesale 


will be sold a year “after the first “For that reason it is essential 


already begun for dominant posi- creased to 150,000 as fast as thg su 
tions in the postwar race for a|flush of postwar demand.” }-4 lay “S sales groundwork | fruit and vegetable industry plans | are available and frozen food pro Ge 
potential $18 billion a year frozen | that will place an option on the/|to spend $10,000,000 to increase|essors can meet the consumer St 
food business. Rationing we Affect Market consumer’s long dormant dollar,” | refrigeration facilities. mand for food,” he said. a Ps 

The major contestants are manu- Mr. Heck said that the demand |he added. “Our sales training for “In 1941 there were approxi-|construction and _ installation Ci 
facturers of refrigerators andj|for home freezers after the war|postwar will put greater stress ond mately 4,000,000 domestic mechan-| refrigerated low temperature co F 
builders of frozen food locker 


plants. Standing at the cashier’s 
window is the frozen food proces- 
sor; behind him are representatives 
of a dozen fields that will profit 
through the growth of the industry. 

In 1941 about 4,000,000 domestic 
mechanical refrigerators were sold. 
Now manufacturers of these units = 
envisage sales of 2,000,000 new 
refrigerators in each of the first 10 
years after the war. The new units 
will probably have food-freezing 
compartments. To heighten their 
sales, the refrigerator manufactur- 
ers are going all-out to promote 
frozen foods. 


Frigidaire Uses Film 


Proof of this trend is seen in 
the new slide-film General Motors’ 
Frigidaire division is showing. 
Patently using the tactics that 
proved highly profitable to the ce- 


ment industry in the early ’20s, fi 
the Frigidaire people are also tak- 
ing the indirect tack to sales by y 
emphasizing the necessity of the s] 
product and letting the public sell b 
itself. 
Meanwhile, the frozen food 
locker manufacturers and associa- , 
tions have not been idle. Quietly e) 
they have been obtaining sales T 
franchises for home units which h 
store but do not quick-freeze foods. n 
Their aim is to sell the housewife it 
on using the storage facilities in it 
plant lockers and utilize home | 
units for 10-day supplies. Also, fr 
they hope to profit through the a 
preparation and sale of the foods, : 
and in the sale and servicing of rr 
I 
bi 
FIVE DOES IT! : 
I 0 ! ; 
$: 
Yes Sir, five papers will s\ 
give you 87°, coverage 
di 
of the newspaper reader- os 
ship of re 
ve 
| 
re 
O 
A 
UPPER PENINSULA , 
“A STATE WITHIN A STATE” 
r 
or 
Escanaba Press rn 


Houghton Mining Gazette 
lron Mountain News 
Marquette Mining Journal 
Sault Ste. Marie News 


“My wife knows I'm no company for 


the evening when she sees me walk in 


Over 50,000 net paid circu-. the front door with a copy of The 


lation daily at 28¢ per line. Iron Age under my arm. It's one 


magazine you don't ‘skim through’ 


Represented by . . « you read it."’ 


‘SCHEERER & CO. jf 


a 


Member of the American Association 
of Newspaper Representatives 


ae ‘ C us Part S 2 ai eB 3 ° ' Re 2 ee 
10 At 
j ro 
y de 
f es: 
, ire 
i to 
h iu 
. 
‘ po th 
a. mi 
m ., | rs 
~ 
. =" | mi 
bu 
. er 
. co 
' \ 
' 
: yy] 
’ 
ae ee Bibi -§ hare eae te Regs cee, a—_ _ 
ce @ - ai Sree : 7 a Bias.) ae dee Ae Or .* eS : 
er ik: ek RR oe Abe eee a eee 
oe iit. ein st ES > See a Pee on ae ae ee 
B. cent a “ coer, ei sia naa ik ce = Pie ha ENE. pec b he = pee Toca eres |) Na ren 
on cy _ Tae. eee 5. a Bt: | ema ete tie ey og a 0 OP | So ene AS C2 Se 
: 7 oe Ree ee as a eee 1 ORE BERN bce SENS ROM cee ae eM MOO 
aes pa LS, a co alae aN eS Cy ap. 5 OT) ee Lae Oki po Pore ee eR Bes 
q Mae eee gS SF Ree NE OS Ee a A t © 9g RE gai Fs 1S TON VE sie oe irae td ‘ 
oe ne Mee an Bhs | Soe Siesta >» amen Fra ke 
A oe : be iy a . . eee sy ce Fe 2 as % a. 
a — ne = RS aa aad a al ceca a | Ee Sa ee bh . ei teaieys <r o 
Be ae baat acs eo a ae eee ; eee ts 8 a 
Se ee ce gu pe ey ‘Sunes re: _— ca 
Po By i ee tales, aes ones vee 2. : Ngee eae ae ati “5 oat Sk aati ee oe 
pam eee gee PP - ee ae : Bee. 2 gilli rl cal RE 
- fer. i a. Ee re — = - me, 
ee ea i . : a ieee a ’ atte eh 
‘ ‘ ee | . i= : 7 
. ae oe 
| Sa i ww oe g ha ts Fite 7 
- 
. 
: 
; 
Li ve Oe, ea 
es 4 * 4 hed . ir 
, ‘ 4 a i ~ “Noe FE 
ee . De 4 ee 
——_ ~—* i .—6d<e.:lCUrRae 
ee OE i i % bc 
“gv eee 
¢! C1 le eae : A 
Ug oy 4) \\ 
> «3 a Peal Ee i ee 
a ‘te 
i a4 pies : v at - 
: mt Teen... 
i ; ; te od iia 
z= 4 - fa 
ers ae Jes . “ aS BS be : » 
> a a a sh UR Pe » 
-: = Wd bal Toy 
re : : a E: ee tS es BS ¢g 
x x *. + . a 
| . +. Wi 
Po : : : iy . 
"3 Pa . 
- ' + 
PY ‘ : . > 3 ‘ o ° 
: 4 " ‘ 


les, \ 
clude 
nd pr 
and 4 
| cabir 
units 
ll be j 
as th 
Od pro 
mer q 
> “a 
ition 

ure co 


ae | 
Nv e Bs 


Advertising Age, May 21, 1945 


rooms in the country’s leading 
department stores and their proc- 
essing and selling of frozen foods, 
frozen cooked foods, etc., will add 
to the need of equipment and pro- 
juction of frozen foods.” 


Others in Field 


Others who will be factors in 
the expanding frozen food indus- 
try, he said, will be paper and 
metal packaging manufacturers, 
transportation companies, truck 
manufacturers, railroads, car 
builders and airplane manufactur- 
ers, canners, ice cream makers, 
co-ops and produce companies. 

He declared that more big names 
will be heard of in the industry, 
such as Libby, McNeill & Libby, 
General Foods, Standard Brands, 


Stokely Bros. & Co., California 
Packing Corporation, Bozeman 
Canning Company, Cedargreen 


Frozen Pack Corporation, and 


others. He added that the War 
Food Administration’s plan to feed 
canned and processed food to our 
Allies will, in turn, mean greater 
home demand for frozen foods. 

“Everywhere we turn we find 
so many favorable factors bearing 
on the expansion and increased 
development of the frozen food in- 
dustry that we hardly dare ques- 
tion the most optimistic predic- 
tions,” he said. 


MacRae Joins Rollinson 


Hugh MacRae, formerly with 
the Manufacturers Trust Com- 
pany, New York, has been ap- 
pointed general manager of the 
Dudley Rollinson Company, re- 
cently-formed New York agency. 
Mr. MacRae previously was with 
the advertising departments of the 
New York American, Screenland 
and Silver Screen. 


Allis-Chalmers Promotes 


The tractor division of Allis- 
Chalmers Mfg. Company, Milwau- 
kee, has appointed Ernest Franks, 
formerly head of the power unit 
department, as head of industrial 
wheel tractors and power unit 
sales. 

Charles F. Codrington has been 
appointed assistant to the man- 
ager and A. E. Caudle, sales man- 
ager of the Allis-Chalmers’ blower 
and compressor department. 


Springfield Club Elects 


The Advertising Club of Spring- 
field, Mass., has elected Seneca 
Gamble, president; Eliot L. 
Wright, 1st vice-president; Mrs. 
Beatrice L. Becker, 2nd _ vice- 
president and program director; 
Albert E. Johnson, treasurer, and 
Thelma Trow, secretary. 


Advertising Publications 
Issues House Organ 


Advertising Publications, Inc., 
Chicago, publisher of ADVERTISING 
Ace, has just mailed the first is- 
sue of a monthly external house 
organ, “A.P.I. News.” 

The new publication is edited 
for advertising media and sup- 
pliers, by ADVERTISING AGE, Indus- 
trial Marketing, the Market Data 
Book and other API publications. 


Frost Adds Accounts 


Harry M. Frost Company, Bos- 
ton, has added the accounts of 
Arabian Coffee Company, Boston 
Braves baseball club, Flash Chem- 
ical Company, Howes Brothers 
Company, Leanermaise Company, 
New England Apple Products 
Company, Somerset Hotel and Sun 
Valley Beach, Inc. 


TOM “Y” at 32 may seem young to be a “key” 
foreman in a large machinery factory. But he’s 
young in age only. For 12 years he’s worked in the 
shop, kept his eyes and ears open, soaked up every 
bit of knowledge he could. 

Tom is typical of many of the 27,000 production 
executives who form such an important segment of 
The Iron Age’s 100,000 readers, He is keen, alert . . . 
has his eye on the job of Production Manager, and 
it’s a safe bet he'll make it before long. He’s a fund of 
information on all phases of metalworking, and he 
frankly gives much of the credit to The Iron Age. It’s 
a regular ‘‘bible’’ to him... he’d feel lost if he 
missed a single issue. ‘‘Funny thing,’’ says Tom, “‘but 
I read the ads in The Iron Age first. Habit, I guess . . . 
but they’re jam-packed with ideas and information 
that I’ve put to good use. By the way, one feature 
article | read last year helped me save the company 
$20,000. Sold on The Iron Age? ... you bet your 
sweet life I am!” 

Key men in all sections of the metalworking in- 
dustry pick up The Iron Age each week and read. 
They read news . . . they read personals . . . they 
read technical articles about new methods and de- 
velopments . . . they read legislative interpretations 

. they read Washington news flashes . . . they 
read Van's famous editorials . . . they read the ads. 
Over 1,000 advertisers use the pages of The Iron 
Age . . . because they want their ads read, and 
read by the men who count. 


The case of Tom “Y”’ presented here in fiction form is based 
on the established facts of Iron Age readership by 27,000 pro- 
luction executives in the metalworking industry. No _ simil- 
‘rity to any person is intended or should be interpreted as such. 
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H. K. HOTTENSTEIN 
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ROBERT F. BLAIR 
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Pittsburgh 22 
Atlantic 1832 


THE IRON AGE 


100 East 42nd Street 


7310 Woodward Ave. 


56th and Chestnut Sts. 


A Chilton Y Publication 


Who Reads The Iron Age? 


Here is a breakdown . . . ascertained (1) by reader 
routing slips which contain reader names and titles 
furnished by company subscribers, and (2) by 
writing letters periodically asking who reads The 
Iron Age. Average readership per copy is 5.5 
persons. 


Administrative Executives Presidents, Vice- 
Presidents, Treasurers, Comptrollers, 


General Managers, Owners 21,000 
Engineering Executives Chief Engineers, 

Mechanical and Maintenance Engi- 

neers, Design and Research Engineers, 

Metallurgical Engineers, Tool Engi- 

neers, Master Mechanics, Supervisors 25,000 
Production Executives Works Managers, 

Superintendents, Production Managers, 

General Foremen, Standards, Methods, 

Inspection 27,000 
Purchasing Executives 11,000 
Sales Executives... ........ 7,000 
Key Men (Titles omitted but belong in 

above groups) eee + ba 9,000 
Total Readers 100,000 


R. RAYMOND KAY 
2420 Cheremoya Ave 
Los Angeles 28 
Granite 0741 


PEIRCE LEWIS 


Detroit 2 
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B. L. HERMAN 


D. Cc. WARREN 
Chilton Building 
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The Swedish Pulp Situation 


The key to an early improve- 
ment in the paper situation lies 
in our ability to make use of the 
big supply of Swedish pulp now 
available for shipment to the 
United States. The Swedish pulp 
mills have an annual capacity of 
1,200,000 tons, and have on hand 
now a big surplus of pulp which 
they would be very glad to ex- 
change for American dollars. 

As far as our investigations have 
gone, the price situation is one 
of the main difficulties in getting 
this big addition to our pulp sup- 
ply in use. OPA price ceilings 
would not permit Sweden to de- 
liver pulp to paper mills here. 

This is a_ technical problem 
which will require study, but 
some solution should be found for 
it which will be satisfactory to the 
Swedish mills, American paper 
mills and the government agencies 
directly concerned. We believe 
that a direct government subsidy 
of some sort, which would be 
amply justified by the critical 
position of paper in our economy 
at present, might be found to offer 
possibilities. Certainly all possible 
methods of dealing with the prob- 
lem and getting Swedish pulp into 
actual consumption in this coun- 
try should be studied and a prac- 


tical program developed without 
undue delay. 

As soon as the mine fields in 
the North Sea are cleared, we 
should be able to get some relief 
through the delivery of pulp from 
Sweden to Great Britain. We are 
now shipping 70,000 tons of pulp 
to Britain to use in the manufac- 
ture of book paper and many other 
paper products, and relieving us 
of this job would add a substan- 
tial tonnage to pulp supplies avail- 
able for our own use. 

There is also a possibility that 
military uses of pulp will decline 
as the result of the victorious con- 
clusion of the European war. Cut- 
backs in the requirements of the 
Army should release a part of the 
capacity of our own pulp mills, 
now devoted to war production, 
for civilian purposes, 

Altogether, there are signs that 
the tight paper situation, which 
has plagued publishers, advertisers 
and business in general since the 
early part of the war, may begin 
to ease within the next six or 
eight months. No doubt the earli- 
est change for the better would 
permit inventories to be built back 
to the former level, and after that 
some increase in end use might 
be considered, 


Does Bread Lack Flavor? 


Bakers are considerably aroused 
because of the bad publicity which 
they have received through the 
publication of an article in Read- 
er’s Digest, condensed from Com- 
mon Sense, in which the alleged 
lack of flavor of their product is 
vigorously described. The bakers 
feel that their bread must be rea- 
sonably good, or else consumers 
would not have given up home 
baking to the extent that they 
In the past two generations, 
the trend from home baking to the 
use of bakery products has been 


have. 


one of the outstanding changes 
in the food picture. 
Common Sense and Reader’s Di- 
gest do not say that baker’s bread 
not good bread. On the con- 
trary, the article insists that it is 


“undoubtedly pure, sanitary, 
wholesome, nutritious, clean, white 
and beautiful—but it is utterly 
tasteless. Our country produces 


much of the finest wheat on earth, 


and it is converted into the least 
appetizing bread in the world.” 
They say there is no arguing 


about tastes—de gustibus non 
disputandum—but it is a fact that 
many a farm boy who gets noth- 
ing but home made bread most of 
the time looks on baker’s bread as 
a delightful change. In other 
words, regardless of what may be 
said in favor of the home baked 


jloaf as compared with the com- 


mercial product, many an appetite 
demands a change. 

The article which has caused so 
much bad feeling in the baking 
industry, which incidentally sells 
about $2,000,000,000 worth of its 


products to the American con- 
sumer every year, the bulk of it 
the much abused loaf of bread, 


says that the reason so much of 
it is consumed is that through ad- 
vertising the big bakers have 
virtually forced an unappetizing 
product down the throats of the 
people. This is ascribing a greater 
power to advertising than it actu- 
ally possesses. If commercially 
baked bread were that bad, house- 
wives would have long ago gone 
back to their weekly chores. 


Lawrence M. Hughes, Executive 


Ses 


—Metropolitan Moments, by R. Taylor 


Calvert Distillers Corporation 


‘Do you see what | see, Cartwright? Look—a whisky sour made with Calvert 
Reserve!" 


Scientific Wedding 
It was an interesting and illumi- 
nating experience your Ad-libber 
had last week, as he sat at the feet 
of the heroic marble likeness of 
Ben Franklin in the great oc- 
tagonal hall of the Franklin Insti- 
tute in Philadelphia listening to 
Dr. George A. Lundberg, head of 
the department of sociology at the 
University of Washington, deliver 
a learned discourse on the in- 
formal communications systems of 
communities—the interplay of in- 
fluences created by friendships, by 
personal conversation, by gossip 
and by the tendency to emulate 
the leaders of community thought. 
The occasion was the first an- 
nual Charles Coolidge Parlin me- 
morial lecture, sponsored by the 
Philadelphia chapter of the Ameri- 
can Marketing Association in co- 
operation with the Curtis Publish- 
ing Company. The memorial lec- 
ture has been established to honor 
“the founder of modern market 
research,’ who labored long and 
fruitfully as the research head of 
Curtis, and the lecturer will be 
chosen each year from among 
those market analysts, economists, 
sociologists, psychologists and 
business executives who are able 
“to contribute some broader scien- 
tific perspective to marketing and 
market research practice.” 

Among those who gathered to 
hear this erudite discourse were 
such practical business men as 
Walter Fuller and Fred Healy of 
Curtis Publishing, along with sev- 
eral hundred others who probably 
would have run for cover at the 
very mention of a sociologist not 
too many years ago. 

Dr. Lundberg himself stated the 
phenomenon aptly when he re- 
called that sociology and market- 
ing have had little to do with each 
other through the years: That 
business men have considered so- 


| lows¢ 


| ciologists crackpots, while the soci- 


|ologist visualized business men as 
|wolves dressed in the _ sheep’s 
| clothing of advertising, seeking 
| whom they could devour. And then 
he went on with a scientific dis- 
course on the tremendously im- 
portant although informal, transi- 
{tory and frequently secret char- 
acter of personal constellations or 
relationships which underlie the 
formal organized processes of hu- 
man communication such as the 
|press and radio. 

He pointed out that among all 


the actions we take, the products 
and services we buy. At the in- 
ner core of these cliques is a 
thought-leader of some kind — an 
individual whose friendship and 
respect are sought by others. 

Marketing and selling have 
largely mastered the uses of the 
formal methods of human com- 
munication, he said, but they have 
a vast and vitally important job of 
searching out the patterns of these 
underlying networks of human 
communication and of utilizing 
them more effectively. 

An intrinsic fact about social 
groups, he pointed out, is that all 
outsiders are “enemies” and that, 
for example, a bad or undesirable 
purchase from the group’s stand- 
point causes the member of that 
group to lose status and prestige 
with the group. For that reason, 
Dr. Lundberg said, it is tremen- 
dously important to develop a 
greater degree of consumer par- 
ticipation in the marketing pro- 
cess, and thus help minimize the 
feeling of dealing with “outside 
enemies” in the purchase of goods. 

But we had no intention of try- 
ing to brief Dr. Lundberg’s scien- 
tific thinking. We merely wanted 
to point out that marketing and 
advertising are breaking all the 
bonds of tradition, and are reach- 
ing out more into the realm of 
pure science for the techniques 
and the knowledge that will make 
them more realistic and more ef- 
fective. 


Jottings 

On V-E Day, American Airlines 
passengers were presented with 
facsimiles of flight reports which 
consisted of war bond pledges, to 
commemorate the day. The report 
reminded passengers of the still 
unfinished war in the Pacific. 
The pledge was worded as fol- 
“In flight with American 
Airlines, Inc. V-E Day. In expres- 
sion of sincere gratitude to Gen- 


|eral Dwight Eisenhower and the 


|I hereby 


| Casualty 


people there are subtle alignments, | 


cliques, attractions and repulsions 
that vastly influence the lives of 
lall of us—the thoughts we think, 


‘receive copies of proceedings. 


gallant forces under his command 
and also to hasten the successful 
prosecution of the war against 
Japan by General MacArthur and 
Admiral Nimitz and their forces 
pledge myself to pur- 
NS godin sears dollars of United 
States war bonds.” 
American Surety Company and 
principal affiliate, New York 
Company, held a con- 
vention-by-mail May 1-2. In ad- 


its 


dition to the 800 or so participants, | 
292 of the companies’ men and| 
women in the armed forces will | 


The following documents m 
be secured without charge fro; 
companies sponsoring them, 
through ADVERTISING AGE, by a1 
national advertiser or advertisin» 
agency executive writing on hi 
business letterhead. 


No. 2506. The New Role of Scran- 
ton, 3rd City in Pennsylvania. 
Diversified industrial activity, 
creating increased manpower and 
wage earning capacity, is the new 
trend discussed in this market 
study of Scranton, anthracite cen- 
ter of northeastern Pennsylvania. 
The booklet, issued by the Scran- 
ton Times, lists 42 new diversified 
industries in the city, only five of 
which are manufacturing war ma- 
terials. 


No. 2507. Aim for Dayton. 


The Dayton Journal-Herald has 
issued this analysis of the Dayton, 
O., ABC trade area. The letters 
of the “Aim” in the title stand for 
agriculture, industry and military, 
the latter representing permanent 
military installations located in 
Dayton. This three-point mar- 
ket is described in detail, along 
with an analysis of the Journal- 
Herald’s circulation growth. 


No. 2508. Tracking Down... 


Findings of a survey of readers 
of Macfadden Men’s Group—who 
they are, their occupations, ages, 
incomes, standards of living and 
brand preferences—are tabulated 
in this booklet, issued by Mac- 
fadden Publications. 


No. 2509. KWBU Market Data. 

Station KWBU, Blue Network 
affiliate, Corpus Christi, has _ is- 
sued this folder, which includes a 
coverage map based on mail re- 
turns from 80 Texas counties and 
33 Louisiana parishes. Popula- 
tion, radio homes and retail sales 
are shown for primary and sec- 
ondary areas. 


No. 2494. Eight Answers to Eight 
Questions. 

In this brochure the Open Road 
for Boys gives the answers to a list 
of questions covering the publica- 
tion’s background, circulation, sub- 
scription methods, reader interest, 
etc. The material includes a list 
of products and services now 
using Open Road, with their agen- 
cies, and a report on a survey 
among subscribers showing what 
boys will buy first after the war. 


No. 2495. The Philadelphia Mar- 
ket. 

Sales area maps divided into 
routes, with tabulated market dats 
for corresponding areas and rout: 
give a complete picture of tlic 
Philadelphia market in this book 
let issued by the Philadelphia Ev. - 
ning Bulletin. The compilation 
includes population, dwelling uni! 
radio homes, wholesale and reta 
outlets and sales. 


No. 2502. Summary of a Surv 
on Blankets. 


Linens & Domestics, a Ha 
merchandising publication. has 
sued this report of retail st 
opinion, in which blanket buy: 
state their preferences in tyPp' 
colors, price lines, styles, pat 
aging and merchandising. T! 
study contains numerous cha 
indicating trends in these 
jects. 


No. 2483. This Is Pittsburgh. 
The Pittsburgh Sun - Telegra 
has issued this brochure, whic! 
a collection of ads in the ne\ 
paper’s national magazine Ca 
paign, each of the series conta 
ing opinions and prophecies of 


_|of the city’s industrial leaders. 
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More than 700,000 vital war supplies are made 
of paper, wrapped in paper. or tagged with 
paper. 

Women—as household managers —are help- 
ing to make this possible by salvaging every 
scrap of paper for re-use or for re-processing. 
Theirs is the greatest responsibility for seeing 
to it that household paper is regularly saved 
and that it finds its way into the hands of col- 


lection agencies for salvage. Upon women. too. 


@ In your business you can help—1. by conserving paper 
—2. by turning in for collection all old paper and dis- 
play material in your files, shelves and storage place. 


rests the major burden of cooperating with 
merchants in their paper saving efforts—by 
accepting many articles unwrapped, by pro- 
viding their own shopping bags to carry pur- 
chases home. 
McCall's Enlists 
3,500,000 Helpers 


Aside from conserving paper in every way 
consistent with the publication of a service 


magazine. McCall's also brings the need for 


paper salvage before its more than 3.500.000 
women readers. 

The one woman out of every five in your 
community who lives by MeCall’s knows that 
waste paper is America’s No. | critical war 
material and is ready to do all she can to help 


salvage it. 


M (Mes 


THREE MAGAZINES IN ONE 
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Sheaffer Beats 
FIC Order with 


‘Guarantee’ Change 


Washington, May 16.—W. A. 
Sheaffer Pen Company was just 


© one jump ahead of the FTC when 


it modified the guarantee for its 


+ products, it turned out this week, 


as the commission ordered Sheaf- 
fer and three other leading pen 
manufacturers to drop unqualified 
representations that their pens 
were unconditionally guaranteed 
for the life of the user. 

In ruling on a series of com- 
plaints against Sheaffer, Parker, 
Eversharp and Waterman, issued 


between October, 1940, and Oc- 
tober, 1941, the commission in- 
sisted that the guarantee was mis- 
leading because the firms exacted 
a service charge for repairs or ad- 
justment. FTC said, however, that 
though the pen was not guaran- 
teed, the repair service could be. 


Had Dropped Guarantee 


Sheaffer had abandoned the 
unconditional guarantee in a sur- 
prise announcement last February, 
limiting its promise to the gold 
point of the pen, and then only 
for the lifetime of the first user 
(AA, Feb. 26). 

The commission said in its rul- 
ing that all four companies had 
emphasized terms in their adver- 
tising which indicated that the 
pens were sold on an uncondi- 
tional guarantee. It cited such 
expressions as “Guaranteed for 
Life” used for Sheaffer’s Lifetime 


pens; “Life Contract Guarantee” 
with Parker’s Blue Diamond pen; 
“Guaranteed Forever” by Ever- 
sharp, and “100-Year pen” and 
“Guaranteed for a Century” for 
Waterman. 

“No reference is made in the 
principal portions of the adver- 
tisement to the fact that the man- 
ufacturer makes a service charge, 
usually 35 cents, for servicing or 
repairing the pen,’ FTC pointed 
out. 


Says Average Reader Misses 


The commission conceded that 
at or near the bottom of the ad- 
vertisements there usually appears 
in small type a statement with re- 
spect to a service charge to cover 
postage, insurance and handling if 
the pen is returned for repair, but 
this statement, it insisted “ordi- 
narily would escape the attention 
of the average reader.” 


“Even if the statement relating 
to the service charge were dis- 
played prominently in the adver- 
tisements, it would still be insuffi- 
cient because it is inconsistent 
with and contradictory of the re- 
spondents’ representations that 
their pens are unconditionally 
guaranteed for the life of the user 
or for 100 years, as the case may 
be,” FTC said. 

The order provided that the 
four companies were not to use 
expressions implying  uncondi- 
tional guarantee of the pen “unless 
the respondents, without expense 
to the user, make repairs or re- 
placement of parts which may be 
necessitated during the designated 
period by any cause other than 
willful damage or abuse.” 


Must State Terms 


The commission said that noth- 
ing in the order should be con- 


ERCHANTS 
ARE NOT 
PEDDLERS 
ANY MORE 


Bettmann Archive 


In striking contrast lo the itinerant merchant of a former day with his non-descripl array of 


merchandise and his non-descripl market is the direct approach lo pre-determined buyers 
of specific merchandise through the avenue of Haire Specialized Publications. @ In each of the 


eleven fields covered, Haire Publications bring specifically specialized but complete 


presentations of goods lo buyer-readers interested only in that specific market. ® Your 


AA 


advertisement in the Haire Publication covering your field brings your 


message directly lo customers pre-selected for their specific interest 


in your producls. > Kach of the eleven Haire Publications specializes in one 


particular market only — covers ts market directly, completely, exclusively. 


This is the big reason why each Hatre publication invariably carries 


a grealer volume of advertising and a grealer number of 


individual aflverlisers than any competing paper. 


HAIRE 


preciale: eel susinxan PAPERS 


i Coy TAY, NEW YORK 1,N.Y. 
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strued as prohibiting a guarante. 
to service the pens so long as { 
terms of the service were clear|y 
and conspicuously disclosed 
conjunction with the offer. 

This concession, an  Oofficia| 
pointed out, illustrates a differ- 
ence in the commission’s positic; 
on the word “guarantee” as con- 
trasted with the word “free. 
“Guarantee” may be used in 
qualified sense so long as the fu) 
details of the qualifications ar. 
presented. Under recent FTC rul- 
ings, “free” may not be used un 
_ the offer is made uncondition- 
ally. 
Late last February C. R. Sheaf- 
fer, president of the Sheaffer Pen 
Company, notified the Sheaffe: 
dealer organization that the guar- 
ante on the new Lifetime Tri- 
umph fountain pen would be lim- 
ited to the gold point and to the 
life of the user, reversing a trend 
in fountain pen advertising. 


Not ‘Good Business Policy’ 


Asserting that the industry has 
gone too far in guaranteeing low 
price merchandise, Mr. Sheaffer 
said: “Perpetual care does not 
seem to us good business policy ” 
Only by taking a flat-footed stand 
on this matter can the public be 
encouraged to inquire closely into 
the protection offered by the man- 
ufacturer’s statement of his guar- 
antee accompanying the product. 

“More and more consumers are 
coming to realize that any guaran- 
tee can turn out eventually to be 
no guarantee at all.” 


‘Gary Post’ Promotes 


Phillip H. Blue, manager of the 
classified department of the Post- 
Tribune, Gary, Ind., has been pro- 
moted to assistant advertising di- 
rector. J. I. Evanson, member of 
the retail display section, has be- 
come local advertising manager. 


Inland Press Elects 


Inland Daily Press Association, 
Chicago, has elected the Indepen- 
dent, Murphysboro, IIll., to mem- 
bership. 


RADIO HOMES 


In Tulsa Area 


(34% of Oklahoma's land 
area) 


46.42% 


OF ENTIRE STATE 


The Tulsa Area 
OKLAHOMA'S 
No. 1 Market 


plus rich bonus counties in 
Kansas, Missouri & Arkansas 


is 
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AN IN WONDER LAND 
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/WEVER 


= hes S| LEN CE is a crime | 


by Sidonie M. Gruenberg 
Director, Child Study Association of America 


BEFORE / 


... You worried parents cannot help your children 
combat the alarmingly increasing venereal diseases 
by shutting your eyes, by looking the other way, 
by hoping the storm was not meant for 
you. Speak to your children frankly, 

honestly—and now. It is the home that 
must furnish both the basic teachings 
and the guidance in conduct that will 
prevent the venereal diseases in the 
rising generation and so eliminate 
them from our civilization... 
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...“‘What’s the matter, Phoney?”’ 


she said. ‘‘Nothing!’’ I muttered. as told to Eleanor Early 
‘““You’d better get in and clean up a ...For ten years Betsey Barton lay helpless, her 
bit. It’s getting late.” spine shattered, both legs paralyzed. But she 
“But I thought you were going to kiss me?”’ has found the strength and courage to build a 
“So I was,” I blurted out. ‘‘But guys like me new, richer life. And now, in speaking deeply 
don’t kiss angels!”’ and honestly about herself 
She smiled. ‘‘That’s one of the nicest things THATS VE; and her experience, she is 
you’ve said to me in all the time I’ve known you, i+ 4. speaking for all whom the 
Phoney O’Farrell. And I want you to kiss me... world calls crippled ... 
And now I want you to tell me your real first *“‘Families of wounded sol- 
name.”’ diers,’’ she said, ‘‘must be 


“‘Clarence,’’ I whispered back, ‘‘Clarence 
Aubrey O’Farrell. That was the label Mom 
pinned on me before I started getting tough...” 


taught how to treat their boys 
—must be made to realize 
that the disabled are 
never so badly handi- 
capped in their bodies 

as in their minds’’... 


THE TRUTH ABOUT OUR SERVICE-WOMEN OVERSEAS 


by Will Oursler, War Correspondent 
...l have just returned on temporary leave from 
the Philippines. For many month§ I traveled 
through battle areas of the Pacific...Since my 
return home I have been astonished by hearing 


such things as one gray-haired mother said: ‘‘We’ve 
heard of the conditions our girls run into overseas. 


True Confessions is a surprising maga- 


We’ve heard the stories, too, even though they try zine. Perhaps you think you know it 
to hush them up—about moral conditions and the 
men and all that!’’ The truth is that if any girl from hearsay... but you don’t really 


were to travel alone through the war zones she 
would probably be much : : 
caine Gina when teavelinn know True Confessions at all until 


l back home... i 
alone back hom you’ve seen for yourself the fine, big 


$i sss 


stories and articles that make every 


He Belongs To Me! 


...“‘Diana and I know each other, Mitch,’’ I 
said. ‘“‘She’s the girl who broke up my en- 
gagement to the man I told you about. She 
wanted him for herself. But she refused to see him 
after she knew he would probably be a cripple. She 
let him die alone! 

**‘She broke her engagement to you because she 
knew you had received a face wound, and she 

was afraid you might be scarred for life.’’ Mitch’s 
face was a mask. After a long moment he put 
his hand on Diana’s arm. ‘‘Come, Diana,’’ he said 
quietly. ‘‘We’d better go.’” When they had 
gone I stood very still... 


issue so honestly human. True Con- 


fessions—‘‘ Your Magazine for a Better 


Life’’—sincerely tries to help people. 


True Conressions 


Bought at newsstands by 2,000,000 women a month 
Jor the living service it gives 


FAWCETT PUBLICATIONS INC., 295 Madison Ave., New York 17, N. Y., World’s Largest Publishers of Monthly Magazines 
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GM Appoints 
W. G. Lewellen 
Distribution Head 


Detroit, May 17.—W. G. Lewel- 
len has been promoted by General 
Motors Corporation to director of 
the distribution staff, succeeding 
Nelson C. Dazendorf, who will 
undertake a new assignment, as 
yet unannounced, effective June 
15. 

Mr. Lewellen also will be chair- 


man of the distribution policy 
group, succeeding Albert Bradley, 
executive vice-president, who has 
been acting chairman of the group 
since the retirement last year of 
R. H. Grant as vice-president in 
charge of the distribution staff. 

Mr. Lewellen, who has been with 
GM since 1919, has been assistant 
general sales manager of the Chev- 
rolet division in charge of parts 
and accessories merchandising, 
warehousing and distribution, as 
well as general manager of the 
GM parts division. 

Thomas F. Brown, Chevrolet 


regional sales manager at Kansas 
City, will succeed him in these 
posts. 


Publishers Reelect 


Magazine Publishers Associa- 
tion, Toronto, has reelected the 
following officers: Andrew M. 
O’Malley, Canadian Home Journal, 
president; Charles Sauriol, Le 
Samedi, ist vice-president; Noel 
Barbour, Chatelaine, 2nd _ vice- 
president, and R. G. Entwistle, 
MacLean Publishing Company, 
secretary. 


Spencer, Cran Reelected 

O. Leigh Spencer of the Van- 
couver Daily Province, and G. A. 
Cran of the Vancouver Daily Sun, 
have been reelected president and 
secretary, respectively, of the Brit- 
ish Columbia Daily Newspapers’ 
Association. 


Nevin to Hoyt 

Nevins Fruit Company, New 
York, packer of Indian River 
grapefruit and oranges, has placed 
its advertising with Charles W. 
Hoyt Company, New York. 


a 


Advertising Age, May 2). 


Los Angeles O:: 


Los Angeles, May 15. 
nizing the need for strenu 
vertising of Los Angeles 
when war conditions again ; 
the board of supervisors las; 
authorized an  appropriat 
$300,000 for the All-Year ( 
Southern California. 

The appropriation for th: 
ending June 30, 1946, \ 


augmented by about $150.0) 


private subscription funds, a 


ote TIME to 


FOR EXAMPLE... take the charge-account customers of RICH’S INC., Atlanta, Georgia: 


ome weeks ago Rich’s Inc., a leading department 
ee in Atlanta, prepared a list of 1,000 of their 
best customers—men and women who buy better mer- 
chandise and who maintain larger charge accounts with 
the store. 

To these people, Fact Finders Associates, Inc. sent a 

questionnaire asking: 1. What are your first and second 
choice magazines? 2. What magazines (all kinds) do you 
read regularly? 
Results showed TIME is their favorite magazine over 
any other, no matter how large its circulation —and 
almost as many of them read ‘Time each week as read 
any other magazine (even those with total circulations 
3 and 4 times as big as Time’s). 


For Time’s million circulation is concentrated among 


Your best customers vote 


ADVERTISInG OFFICES + NEW YORK . BOSTCN . PHILADELPHIA 


people who are better able to buy better things—and 
similar surveys among the better customers of depart- 
ment stores of other cities are showing similar results. 
These TIME readers are important to national ad vertisers 
of department store products because they have almost 
twice as much to spend as average Americans—and be- 
cause their buying habits become the buying habits 
of America. 

And the best place to reach these top customers is in 
the magazine they like best—in Time. 


In this series, TIME will report the results of surveys 


among the top customers of 9 top U.S. department stores. 


TIME, 


tops 


. CLEVELAND e DETRVIT . CHICAGO « SAN FRANCISCO 
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$300,000 Ad Fund 


yeq 


ord 


ing to Don Thomas, managing gj 


rector of the club. 

The county appropriati 
double that of last year an: 
be used in the club’s “peac; 
paredness” fund. National , 
zines and metropolitan new 
ers, backbone of the adve 
campaign for the past 24 
will be used again this yea 
there is the possibility that 
will be added, Mr. Thomas: 
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“All-Year Club advertising } 


Magazines and newspapers < 
nation produces results son 


f + 
i Tt 


le si 


months later,” he declared. “Mon. 


in this ‘peace-preparedness’ 
will be used at the appro 
time.” 

Foote, Cone & Belding ji 
agency, with Jack Little a 
executive. 


fur 


priat 


coun 


Heads LaPlant Export 


Jay M. Fetters, manager 


gf 4 
OT 71 


New York office of LaPlant 


Choate Mfg. Company, 


Cer 


|Rapids, Ia., has been appoint 


export manager with head 


ters at Cedar Rapids. 


qu 


| Stokely Names D-F-S 


Stokely-Van Camp of C: 


ina 


|Essex, Ont., has placed its adv 
|tising account with Dancer-Fitz 


gerald-Sample, Toronto. 


WARTIME 


CULTIVATION 


for PEACETIME 


S-A-L-E-S 


Coverace of sta 
ble markets for pres: 
ent and post war 
sales is a wise sales 
promotion inves! 
ment. 

The rich markets of 
Richmond and Vir- 
ginia, covered by» 
Station WRNL are 
stable markets. 
The facts below 


prove results. 


© 70.8°,, OF THE NATIO! 
ADVERTISERS ON THIS © 
TION ARE RENEWALS. 


© 88°, OF THE LOCAL 
VERTISERS ON THIS STA’ 
ARE RENEWALS. 


Advertisers don't renew 
contracts unless the me- 
dium they use ‘‘pays off’ 
in results. 


RICHMOND @®@_ VA. 


5000 wars 
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I] Never Underestimate the Power of a Woman! 
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Nor the power of the magazine 

a which has the largest 

audited circulation of ANY magazine, 
given it exclusively by women 


, | 
‘i LADIES" HOME JOURNAL 


THE MAGAZINE WOMEN GELIEVE IN 
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‘Sales Yardstick’ 
Measures Results 
for Erwin, Wasey 


New York, May 15.—‘“The value 
of advertising intended to sell a 
specific product ought properly to 
be measured in terms of the sales 
which it produces. Because if such 
advertising doesn’t produce sales, 
any other facts which may be 
deduced concerning it are largely 
academic.” 

This is the argument on which 
Erwin, Wasey & Co. has devel- 
oped its “sales yardstick” system 
to measure the pulling power of 
the advertising it prepares for its 
clients—a method in preparation 
for several years and now being 
revealed by the agency prior to 
the postwar business “blitz.” 


Employed Two Ways 


The Erwin, Wasey sales yard- 
stick is used in two ways: To set 
up appropriations and to test ad- 


|vertising. When a client hands the 
agency an advertising appropria- 
tion and is willing to reveal his 
isales figures for each wholesaler, 
the agency then adjusts these sales 
into the territories or markets, 
finding the percentage of total re- 
| tail business in each market. 

| The appropriation is then| 
broken down in these same mar- 
'kets according to these percent- | 
ages, making it possible to guar- 
antee the client advertising in pro- 
portion to sales in each geographic 
area. If the client will not reveal 
sales figures, Erwin, Wasey finds 
the percentage of total sales po- 
tential in each market, and breaks 
down the appropriation accord- 
ingly. Thus, the client has a 
“norm” in which percentage of 
advertising to consumer sales is 
identical in each market. 


Find Losing Markets 


The first practical result of cre- 
jating the yardstick itself, accord- 
ing to Erwin, Wasey’s experience, 
is the quick discovery of markets 
which may have been losing 
money year after year; or the dis- 
covery of other markets with good 
sales potentials being starved of 
the proper amount of advertising 


|to exploit that potential. 

The method was found to elimi- 
nate two variables in the measure- 
|ment of sales by running the same 
copy in each market and by hold- 
ling advertising expenditures in 
|relationship to sales in each mar- 
ket. 

The “great unknown” 
| sales check-ups, or 
goods, proportionately, the whole- 
isaler delivers to each market he 
may serve, was the first point of 
attack in the evolution of the Er- 
win, Wasey method. Through the 
use of almost a dozen different 
types of business machines, the 
agency was able to break down 
client’s sales and advertising into 
markets at such a speed that the 
figures were of current value. 


Started with Pinkham 


The problem of determining 
what percentage of the sales of 
each customer is reshipped to re- 
tailers in each surrounding mar- 
ket was first attacked six years 
|ago by the agency for Lydia E. 
Pinkham Medicine Company. 
Vegetable compound carton tops 
were numbered, and inside, a 
folder offered the consumer a 
small gift of nominal value if she 


of all 
how much 


| would furnish the name of her re- 


tailer together with her own name 
and address, and return the infor- 
mation and the numbered carton 
top. 

In this way the Pinkham com- 
pany traced nearly 1,000,000 car- 
tons from its factory to the whole- 
saler and thence to the retailer— 
more than a 5% check on Pinkham 
distribution. With the aid of busi- 
ness machines, the agency found 
for Pinkham the percentage of 
each customer’s sales that stayed 
in the market to which originally 
shipped and what percentage went 
to retailers in surrounding mar- 
kets. Further confirmation of the 
figures, year after year, was ob- 
tained by checking the wholesal- 
ers themselves. 


Other Clients Using Methods 


Some of Erwin, Wasey’s other 
drug clients are now using whole- 
saler distribution statistics or are 
compiling their own sales break- 
down figures along similar lines. 

While the establishment of mar- 
ket appropriations which are in 
proportion to sales is basic in the 
Erwin, Wasey plan, the method of 
scheduling advertising is equally 
scientific. 
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MORE THAN 2/3 OF THE COMING MARKET FOR HOMES WILL BE AMONG 
FAMILIES WITH CHILDREN—AMERICA’S BIGGEST HOME-BUILDING MARKET 


This fact was established by a recent 
nationwide survey made by the War Pro- 
duction Board, Office of Civilian Require- 
ments, and indicates that 2 out of 3 new 
postwar homes will be built or bought by 


families with 


children. 


That means that parents are America’s 


biggest, most 
in the home 


actively interested market 
building field of tomorrow, 


and that is why, month after month, 
PARENTS’ MAGAZINE devotes more space 
to teaching America’s parents how best to 


house their 


families than any other 


women’s, general, or weekly magazine. 


PARENTS’ MAGAZINE is helping to create 
a keenly interested audience for you—an 
audience of more than three-quarters of 
a million families preconditioned for your 


products and services. 


One hundred percent of PARENTS’ 
MAGAZINE'S constantly growing circula- 
tion is concentrated exclusively in Amer- 
ica’s biggest single consumer group—now 
proved to be America’s Biggest Home- 


Building Market as well. 


By using its pages, materials and equip- 
ment manufacturers will reach the heart 
of this promising postwar market! 


PARENTS wacazins 


52 VANDERBILT AVENUE, NEW YORK 17, N. Y. 
CHICAGO + BOSTON + ATLANTA « SAN FRANCISCO 


Advertising Age, May 2 945 


Expenditures in national ga- 
zines are broken down into «yp. 
ties in accordance with the ga- 
zine circulation in each c¢ ty 
and are then added into jgi; 
proper markets. The cost of adio 
advertising in each market  ag_ 
certained by determining the »e,r- 
centage of radio homes in «ag 
market that listen to the ¢ 
program over each station. 


Local Media Easiest 


The more local a medium i. in 
its coverage, the easier the job of 
allocating its cost to markets, the 
agency finds. Thus outdoor adver. 
tising, car cards and movie trailers 
present no problem and are easily 
charged into their proper markets, 
Few Sunday newspapers and 
fewer dailies circulate beyond the 
limits of the market in which 
they are located, the agency says, 

Before the war, Erwin, Wasey 
operated agencies in many for- 
eign countries where little market 
information was available. The 
postwar period will see the yard- 
stick method applied to client ad- 
vertising in each country where it 
operates. The service has already 
been offered to clients in Erwin, 
Wasey’s Canadian office, opened 
in Toronto Jan. 1 of this year. 


New Frigidaire Film 


Frigidaire division of General 
Motors Corporation has completed 
a new slide color film, “Keep It 
Frozen,” showing right and wrong 
ways of ‘preparing food for stor- 
age in home freezers. Tests of 
various wrapping materials, etc., 
made under the direction of 
Verna L. Miller, Dayton, O., di- 
rector of Frigidaire’s home eco- 
nomics department, provide the 
basis for the film. 


Noon Enters Publicity 


A. Harold Noon, at one time 
editor of the San Francisco Daily 
Commercial News, and earlier 
publisher of a group of southern 
California papers, has opened a 
public relations office in San Fran- 
cisco, known as A. Harold Noon & 
Associates. 


“The sweetest 


DUM P story 


ever told..- 


D. O. JENNINGS*, Plant 
Engineer, Container Corp 


of America, Chicago 


““My idea of the sweetest pump story 4 
manufacturer can tell is one that outlines 
an everyday plant operating or mainte: 
nance problem—then explains how his 
pump can help solve it. 


“Right now, for example, I'd like (© 


know: 1. How to make a high-head 
low hp. pump handle paper mil! whit 
water; 2. What is considered the bes 


bearing material for a small high-speed 
white water pump; 3. How to wor oul 
a condensate return arrangemen: ‘hal 
| won't require tempering by injc: (10% 


4. How soon improved liners, imp. '¢'S 
packing and other pump equipme: w'!! 
be available.” 

*Mr. Jennings is one of the - 4/4 
consequential engineers and ° , 
| tives who get their operating 

buying data from 
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y TheValley of the Bees has 1,220,000 people. 


15.39% of the State's total. More popula- 
tion than Baltimore or Cleveland. 


¥ Effective Buying Income in the Valley of 


the Bees is $1,472,207,605. That's more 
than the total urban EBI in 30 of the na- 
tion’s 48 states. 


y¥ Retail sales in the Valley totaled $774,155,- 


960. Only five cities in the entire country 
exceeded that figure. The Valley ranks right 
next to Philadelphia and Los Angeles — 
ahead of such markets as Boston, Wash- 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


¥ And the three McClatchy Bees dominate in 


Valley trading areas where live 83% of all 
those people .. . where 81% of all that EBI 
is concentrated ... where 88% of all those 
retail sales are made. 


ABC coverage of 88% in metropolitan 
area. In 14-county area, more than 
double circulation of nearest competitor. 


, ABC coverage of 91% in city zone; 
« 57% of trading area. 


ABC coverage of 90% in city 
zone; 50% in trading area— 
largest circulation of any news- 
paper berween San Francisco 
and Los Angeles. 


N DOLLAR VALLEY OF THE BEES 


NV . — 
7S For you who thrive on statistics, 
here’s what Sales Management's 1944 Copyrighted Survey shows 


——. NEW added to California? No — but maybe you’ve been 
overlooking the amazing Billion Dollar Valley of the Bees. 


It’s the great central valley, 500 miles long, well inland and isolated 
from the influence of outside newspapers. It’s a “fat land’’ of rich farms, 
fabulous mines, successful industries. 


More people live in the Valley of the Bees than in Oregon. And 
Valley people have an effective buying income of $1,500,000,000. Their 
retail purchases top those of Boston, Pittsburgh or San Francisco. They 
spend more for food than any U.S. city except the five largest.* 


Have you something you want to sell these successful people? Then 
to be sure you reach most of them, use on-the-ground newspapers. Put 
The Sacramento Bee, The Modesto Bee and The Fresno Bee on your 
California schedule. These McClatchy newspapers are a daily guide in 
the buying habits of prosperous Valley people. 


MCCLATCHY “> ) NEWSPAPERS 


4 


National representatives...O'MARA & ORMSBEE, INC. 


New York «+ Los Angeles + Detroit + Chicago + San Francisco 
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Warner & Swasey 
Employes Receive 
Frank ‘44 Review 


Cleveland, May 15.—Warner & 
Swasey Company, maker of tur- 
ret lathes and tools and astronom- 
ical instruments, long accustomed 
to presenting its employes with an- 
nual statements about the com- 
pany’s operations and its eagnings, 
is distributing a “Review of 1944” 
booklet to the employes that tells 
the annual story in more interest- 
ing fashion than ever before. 

The new review opens with an 
introductory letter by C. J. Stil- 
well, president, and then presents 
eight pages of copy and illustra- 
tions on the part played on the 
fighting fronts by various guns 
and other weapons which contain 
parts made at the company’s plant. 

The center section is devoted to 
the financial report and is high- 
lighted by an animated chart 
which eliminates the usual dry, 
accountant’s approach to this sub- 
ject. Total income is shown as 
$24,223,308, and figures represent- 
ing an employe, Father Time, Un- 


cle Sam, etc., help indicate how 
the income was distributed. 


Admits Poor Performances 


Throughout the copy, there is 
demonstrated a striking degree of 
frankness. As an example, the 
report says the °44 income was 
only half that of ’43 because there 
were fewer turret lathe orders, 
there was a conversion to manu- 
facture of other war materiel and 
“for at least part of the year gen- 
erally poor performance on the 
part of everyone.” 

A comparison chart shows how 
the personnel force has jumped 
from 1,394 in ’39 to 4,196, how 
plant capacity has doubled, etc. 

Five pages are devoted to men 
on leave in the armed services, 
with three of these telling briefly 
the record of 54 who were killed 
in the service. 


Postwar Picture Not Clear 


Finally, in a page titled “Look- 
ing Forward,’ the management 
frankly admits that “We can’t tell 
you what is going to happen to 
Warner & Swasey, postwar, be- 
cause to speak truly, we don’t 
know. All we can tell you is what 
we are trying to do”’—a postwar 


TELLING THE COMPANY STORY—Here is the cover and an inside page 

of Warner & Swasey Co.'s annual financial report to employes. The 24-page, 

two-color booklet presents an interesting story of Warner & Swasey people 
and products. 


planning committee has been an- “As we see it,” the booklet con- 
alyzing new markets, new prod-j|cludes, “the managerrent of an 
ucts have been readied for manu- |industrial plant like ours has cer- 


facture and others redesigned, etc.|tain responsibilities toward its 


® People make a parade—those who march 


and those who watch. And 


it's the same 


with magazines—it’s the people who march 
across its pages who hold the eyes and minds 


of its readers. 


parade is edited on that sure-fire formula. 
But more than this—parade singles out in- 


dividuals to dramatize the story of multitudes 


... pre-edits its stories to pack the last touch 
of drama into every picture situation. 


Result? Check after check proves parade’s 
leadership in readership—the best-read of all 
the national magazine sections. And that goes 
for the advertisements, too! 

Let us show you what Cover-to-cover reader- 
ship among 2,000,000 families can do for you. 


Se es 


«ay ssa , 


Advertising Age, May 21, 1945 


stockholders, its emplc ‘es, jt. 
customers, and toward the com. 
munity in which its plant i. jo. 
cated. We will fulfill all thes. ye. 
sponsibilities to the best of oy, 
ability.” 

The review is being maile) to 
all present employes and to 2.33 
who are in military service. 


Export Trade May 
Provide 5,000,000 
Jobs, Payne Says 


Chicago, May 15.—If the Uniteq 
States’ postwar export trade 
reaches an expected goal of more 
than $10 billion, direct emp!oy- 
ment in this field will  tota) 
5,000,000, George C. Payne, re- 
gional manager of the Department 
of Commerce, told members of the 
American Marketing Association 
here recently. 

The employment figure would 
double the prewar total of jobs 
credited directly to foreign trade, 
Mr. Payne said, but both this fig- 
ure and the postwar trade goal 
cannot be reached unless the coun- 
try maintains a high rate of pro- 
duction, with a national income of 
$140 to $170 billion, and imports 
reach a substantial level. 

“Some 70% of our imports, by 
value, consist of materials for fur- 
ther fabrication here,” he said. 


Export Advertising Up 


Indicative of growing interest 
in foreign markets, American in- 
dustries invested approximately 
$16,000,000 in advertising in Latin 
American newspapers and maga- 
zines last year, compared with 
$6,000,000 in 1943, Mr. Payne de- 
clared. He said thousands of com- 
panies which never before under- 
took foreign sales now are show- 
ing real interest in development of 
foreign markets. 

To insure fair distribution of 
goods in war-torn countries, gov- 
ernment controls over foreign 
trade will be needed for a reason- 
able time after the war, he said. 


Mandell Joins Fotoshop 


Maurice L. Mandell, formerly 
assistant sales promotion man- 
ager for Criterion Advertising 
Company, New York, has been ap- 
pointed advertising manager of 
Fotoshop, Forty-Second Street, 
Inc., New York. 
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to the receptive 


Home Economics Market... 


PRACTICAL’S September Lis'- 


179 leading companies now 


use this service. 


11,285 professional Home 
Economists introduce these 
firms to hundreds of thov- 


sands of young women. 


It's an economical opening 
wedge to a sizeable mark’! 


—present and potential. 


Ask us for details 


Wise Advertisers Take 


HOME ECONOMIC 5 


468 FOURTH AVENUE NEW YORK 16, \' 
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tities Boat Builders 
Ready For Larger Sales 


Higgins and Owens 
Tell Plans; Other 


Companies Active 


New York, May 15.—Although 

: generally reluctant to talk about | 
plans, at least a dozen major man- 
ufacturers of pleasure motor boats | 
have begun to map their strategy 

for larger postwar business. 

j Among them are not only such 
| major prewar factors as Chris- 
Craft, Eleo, Matthews, Richardson | 
and Gar Wood—which formerly | 
were regarded as this industry’s 


Big Five—but “dark horses” such 
as Higgins Industries, Inc., New 
Orleans. 

Plans of several of them are out- 
lined here. Others will be in-'| 
cluded in a later article. Some, 


however, refuse to talk “postwar” 
at this time. 


boat and 
industries are almost 


The nation’s motor 
motor car 


although figures are not 


said to have been the largest} 
pleasure motor boat manufacturer, | 
with an annual volume of more 
than $1,000,000, through some 2,000 
|“agencies” or dealers. Chris- 
|Craft has not yet announced its 
| postwar sales and promotion plans. | 

Higgins will produce a varied | 
|line ranging from 10%-foot row-| 
boats to 60-foot houseboats and_| 


'the same age. The National As-| river cruisers, and including auto- | 
‘sociation of Boat and Engine Man-| carry boats, 14 and 16-foot run-| but will not reveal the number 
|ufacturers was organized in 1904. 
| But, 


|}abouts for outboard power, 
‘board powered runabouts and | 


in-|thus far received. 


agents as the dealers may ap- 
point. This company had a lim- 
ited number of dealers before the 
war, and is planning to enlarge 
this group. On the other hand, an 
executive explained, the company 
intends to give each dealer a pro- 
tected territory. 


Planning Ad Drive 
Higgins is now accepting orders, 


“Orders from 


|boat dealers and consumers are 


available, the motor boat in the) utility boats from 16 to 22 feet, 27,-| accepted with just a small token 


last four decades has won only|foot sailboats, and several differ-|down payment, 


a fraction of the wide acceptance 
of the motor car. 

Last December, the number of 
registered power boats in “federal 
waters’’—under 16 gross tons for 
boats used for pleasure and under 
five net tons for boats used in 
trade—was 377,132. Federal waters 
are those along the coastlines. The 


iy types of cruisers, from 26 to 
feet. 


Has Wide Price Range 
| These boats, ADVERTISING AGE 


was told, will feature marine ply-| 


wood and molded plywood con- 


| struction, “with speed, maneu- 


|verability and the features of the| 
\addition of power boats of these| PT Junior hull” and some of the/dalk, Md., which recently placed 


which does not 
represent any definite percentage,” 
it said. The company has not de- 
|termined the size of its advertis- 


‘ing program, but this will include | 


‘business papers, magazines, news- 
papers, outdoor posters and direct 
‘mail. Bauerlein, Inc., New Or- 
|leans, is the advertising agency. 

Owens Yacht Company, 


sizes on inland lakes and rivers | features of the company’s Eureka | its advertising account with Camp- 


probably would not bring 
total to much beyond 500,000. 


this 


design. “Prices will range from 


|bell-Ewald Company, eastern di- 


In | $100 to $50,000, although we ex-|vision, New York, has developed 


peacetime, when more boats are| pect that the big volume of sales | a new program for Owens cruisers. 


being operated, the number would | will run in boats priced between | 


be somewhat larger. 
Prior to the war, 
Corporation, Algonac, 


Chris-Craft 


| $2,000 and $5,000.” 
| Higgins will sell through direct 


Mich.,, is|dealers and such sub-dealers and|of the average man; 


Owens intends to standardize 
|manufacture, as a factor in put- 
| ting motor cruisers within reach 
to tackle 


es 


often 
what 
they 


Ever so 
ascertam 


impli ation 


some 
husinessmen 


technical news. 


labored analysis endeavors - 
' read, starting from the 
always immersed 1n statements, 


“¥ But primarily businessmen 


eB » they are interested in the 
are people, and as people ils -ecisely why the 
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Its weekly 
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Advertising Age, May 21 


|mass markets in the lowe: ice 
| field, and to provide dealer: th 
|merchandising helps and 
| planned national and local ; 
itising. This company also 
|'take motor boat dealers “ 
|the back streets’ and put m 
|}on Main Street. 

| In the Owens postwar lin: 
lsix cruiser models ay 
|new auxiliary cutter, ranging | 
|less than 30 to 40 feet, and priced 
| from $2,500 for a one-cabin cruiser, 
to $10,000 and more, depending 
on power plant, for a three-cahin 
yacht. Included in the purchase 
price will be built-in furniture 
and radios, showers, extra large 
galley space, refrigeration, and 
other conveniences fOrmerly 
classed as “extras.” Owens would 
“enable the purchaser to take de- 
livery as easily as he now drives 
away an automobile.” 

“Owens is now accepting or- 
|ders for postwar delivery, with 
|}an unique payment plan,” an ex- 
lecutive said. “Money used as 
|down payment is invested in wa 
bonds by the company in the pur- 
chaser’s name. On delivery thes 
bonds will be accepted at current 
value.” 


1,800 Cruisers First Year 


Owens expects to have approxi- 
mately 200 distributors (dealers) 
after the war, and to produce 
about 1,800 cruisers in the first 
postwar year. The advertising 
budget has been expanded, based 
on greater sales expectations 
Probably “larger than that of any 
other boat manufacturer befor¢ 
the war,” the budget will cover 
both local newspapers and_ na- 
tional magazines. 

The Anchorage, Inc., Warren, 
R. I., manufacturer of small Dyer 
rowing, power and sailing models 
priced around $400, plans to in- 
crease its dealer organization 
150% from the 1941 level. Orders 
are being accepted, without down 
payments, on an “as-if-and-when 
basis,” it was explained, and 
enough orders have been received 
to absorb three months’ produc- 
tion. Although current govern- 
ment business has_ boosted this 
company’s business “300% over 
1941 figures, we anticipate but 
very little decrease after the war.” 

Red Bank Marine Works, Red 
Bank, N. J., maker of Sea Wolf 
craft, will have models from 16 to 
36 feet, priced from $850 to $15,- 
000. Down payments, with a num- 
ber already received, range from 
$300 to $1,600. This company ex- 
pects its sales volume to be 400% 
above prewar levels, and plans to 
increase the number of its dealers 
by 150%. 


Angelica to Bloch 


Angelica Jacket Company, St. 
Louis, maker of washable uni- 
forms, has placed its advertising 
account with H. George Bloch Ad- 
vertising Agency, St. Louis. Trade 
publication, direct mail and cata- 
logs will be used. 


|'Hough Takes Sales Post 


Henry W. Hough, formerly De! 
ver representative of Time and 
| Life, has been appointed sales di- 
| rector of Electronic Network, cum- 
|pany operated by Gene O’Falion 
& Sons, as distributor of “Musi 
by Muzak” in the Denver ar 


To Metropolitan Group 


Robert H. Gilmore, forn 
| with the eastern office of the 
|cinnati Times-Star and T1 
| Advertisers, Inc., New York, 25 
|joined the eastern sales sta! 
| Metropolitan Group, New % 
|to handle gravure advertising 
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FUNNY STUFF WITH STAR 


New System of Picking Up the Papers 
and Taking Them to Other 
Readers Not So Hot. 


DON’T LIKE IT 


People Like to Read Papers in Their 
Own Way and When It Suits 
Them Best. 


The Kansas City Star has instituted a 
new order of things here and we are per- 
fectly frank when we say that the folks 
don’t like it. The new order is that the 
people who get their Kansas City Times 
in the morning must sit right down and 
read it and then put the paper out on their 
porch or the yard or a puddle of water in 
the yard and the distributor will come 
along and pick it up and take it to some 
other customer. The same is true of The 
Star in the evening. In that way the peo- 
ple will all share their papers. The idea is 
that the newsp2per office is going to have 
to cut down on the number of papers they 
send out on account of the paper shortage. 
The whole thing listens fine, but when you 
sort of get into it and talk to the people 
you find that it is impractical and is en- 
croaching upon the few remaining rights 
the people have. The people can go slow 
on their sugar and do quite a bit less riding 
in order to save gasoline and tires and even 
wear their shoes longer in order not to run 
short on their beloved shoe stamps, but 
when it comes to asking them to do with- 
out their daily newspapers or to read them 
“according to plan” it just goes against the 
grain. It smacks quite a bit of some of the 
ideas that Rex Tugwell used to think up. 

In the first place everyone reads their 
newspaper at different times. The women 
in the home start in in the morning and get 
their breakfast and then do the dishes and 
straighten up the house and then put their 
dinner on and get it over with. Then the 
dishes and so forth. And then it is their 
sacred time to read their morning papers. 
People who work have to glance at the 
headlines and then read the entire paper 

‘ben they come home at night. The men 
on jobs, most of them go to work before 
the morning papers get here. They read 
them when they come home. But, accord- 
in’ to the new rule, they have to lay off a 
he £ day in order to read their morning 
po oers. By the time the people do what 


om 

re a 
things heal Ave to do it is time to have 
the paper out ready to go to some other 
customer. In the evening the papers come 
in and if you happen to want to go to a 
show or attend some business meeting, you 
can’t do it as you have to stop everything 
and start in reading the paper so you can 
get it out to be carried to some other party. 
Just doesn’t make sense. 

In our case the people on the west side 
of town get their papers first and then the 
people on the east side get them after the 
first folks have used them. The east siders 
will get the advantage as they will have 
the papers to keep unless The Star decides 
to pick them up again and take them to 
some other town. These fortunate east 
siders can use the papers for their pantry 
shelves, for building fires and to put under 
the carpets. The first comers will just 
do without. 

And then there is the proposition of the 
people who like to save clippings from the 
paper. Right now a great many people 
would like to have kept the accounts of the 
life of President Roosevelt. They couldn’t 
do it because the paper has to be toted 
away before they hardly have time to read 
it let alone keep it. A great many people 
keep a scrap book and save things from 
papers. But that is all out now. 

And then there is the condition the pa- 
pers are in when Customer No. 2 gets it. 
If it is arainy night the paper will be water 
soaked before the first person gets it. 
Then he puts it out and more rain soaks it 
still more. A fine paper it gets then. And 
if you happen to have a frisky pup or the 
neighbors have one, you know the shape 
the paper will be in when he gets through 
with it. The only honorable thing to do 
in that case is to put the pup out and the 
carrier will pick him up and take him to 
the next party. 

The little item of charging for two 
papers when you really do not get even 
one copy for keeps does not enter into the 
proposition at all. 

The Kansas City Star is a wonderful 
paper and the people read it, many of them 
more than they read their Bibles. There 
is hardly a day passes but what the people 
do not want to clip an item from the paper. 
Maybe they want to send some article from 
the paper to a son or a brother in the serv- 
ice. It isn’t right to cheat the people out 
of the pleasure of sending these items and 
also the boys out of the pleasure of get- 
ting them. Many people read the con- 
tinued stories in the paper and like to keep 
the papers until the story is finished and 
then read them all at once. That is the 
way they like to do it. But they can’t do 
that pow. 


a SS ea —_? x 


HILL, MISSOURI, FRIDAY, APRIL 20, 1945 


Ae IS 


The folks in the city read a paper dif- 
ferently from those in the country. Out 
here we read it all. And everyone in the 
family reads it. A man and his wife and 
say three children will practically wear a 
paper out before they are through with it. 
The front page with the war news, the 
sports page, the women’s page, the edi- 
torial page, the markets, the want ads—all 
of itis read. And then there are the comic 
strips. They are the first read if the 
younger members of the family get their 
hands on the paper first. Out here we are 
used to doing things in the manner and 
order that suits us best. We think that is 
one of the main things about being an 
American. We don’t want to have people 
tell us when to eat and read and go to bed 
and work and all those things. And we 
don’t like the idea of not being allowed to 
read our Star just when and how we want 
to read it. The big idea is that we do read 
it and like it. If we couldn’t read it our 
way, we wouldn’t like it so much. 

It seems to us that the idea might be all 
right over in Germany where they tell the 
people what to do and when to do it. But 
we are having a little disagreement with 
them right now over their way of doing 
things. 

We don’t know where The Star got this 
idea of regimenting the folks about their 
reading. Reminds us of the fellow who got 
in a fight and knocked the other fellow 
down and then kicked him in the face. A 
friend came up and told him that he was 
astounded to see the fellow in a fight, but 
when he kicked his opponent in the face 
he just couldn’t believe it. “It must be that 
the devil put that idea into your head.” 
“The devil might have had something to 
do with me getting into the fight,” said the 
pugilist, “but kicking him in the face was 
my own idea.” We hope that this business 
of The Star kicking us in the face is not 
their own idea. 


In Hospital in England 


Mr. and Mrs. Claude Ritchie received a 
letter Monday from their son, Pfc. Harold 
Ritchie, telling them that he is in a hospital 
in England and is doing fine. He was in- 
jured in Germany and was taken in an air- 
plane to England. He was very cheerful 
in his letter and said that he would be 
“good as new” in a few months. Mr. and 
Mrs. Ritchie were very thankful that he 
was not injured fatally and also that he is 
not a prisoner of war. Harold’s job was 
driving an oil truck and they were fearful 
that he would be captured. He has been 
in the service over three years and this is 
the first bad break he has had. 


The Kansas City Star regrets that because of newsprint restrictions, it has been obliged to 
ration supplies of papers sent to independent distributors who circulate The Star. “Share- 


your-paper” plans promoted by independent distributors are heartily approved, not only by 


The Star, but for the most part by the public, as the purpose of such plans is to conserve 


paper that is vital to our Army and Navy. 


THE KANSAS CITY STAR. 
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Industrial Selling 
Based on Research 
Is Urged by Bower 


New York, May 15.—“In most 
industrial corporations, the mar- 
ket research activity is under- 
nourished—in many it is wholly 
unrecognized,” said Marvin Bower, 
partner of McKinsey & Co., man- 
agement consultant, before the 
Industrial Advertising Association 
of New York last night. 

In his discussion of “More help 
for industrial top management 
from the advertising executive,” 
Mr. Bower quoted from an edi- 
torial in the April Industrial Mar- 
keting: “Our field has never had 
the benefit of research activities 
comparable with those which 
have become routine in the gen- 
eral consumer marketing field.” 

“If the advertising executive is 
to do the best job of developing 
copy appeals and preparing sales 


promotional material,” Mr. Bower 
continued, “he must know much 
about customers: Which com- 
panies are customers, who in the 
customer companies makes the 
buying decision, what are the 
buying reasons. . . 

“In fact, the advertising execu- 
tive will probably do the best job 
if he is primarily a research man. 
The advertising agency can pre- 
pare the copy, but good copy must 
be based on accurate and adequate 
facts about products and custom- 
ers.” 


Suggests Change in Title 


Urging larger’ responsibilities 
for the advertising executive in 
helping top management to reduce 
costs and build maximum volume, 
he suggested changing the title to 
director of market development. 
This executive would report to 
the director of marketing, and 
would supervise personally cus- 
tomer research, sales analysis, ad- 
vertising and sales promotion. 

“However,” he said, “the adver- 
tising executive whose horizons 
do not extend beyond copy, media 
and schedules will not perform 
effectively just because he is called 
director of market development.” 


These broader responsibilities 
should be given him “only if the 
executive himself is broader than 
his present job.” If he is, “the 
industrial advertising executive 
can provide substantial assistance 
to top management in the critical 
years ahead.” 


Lucas, Winter to Grant 


Julia Lucas, formerly with N. W. 
Ayer & Son, and Hal Winter, for- 
merly with Raymond Spector 
Company, New York, have been 
named radio timebuyer and pub- 
lication spacebuyer, respectively, 
of Grant Advertising, New York. 


Littelfuse Appoints 


Littelfuse, Inc., Chicago, fuse 
manufacturer, has appointed 
United States Advertising Corpo- 
ration, Chicago, to handle its ac- 
count. 


Demartini to Ayer 

Advertising of L. Demartini 
Company, San Francisco, packer 
and distributor of salted peanuts 
and mixed nuts, has been placed 
with N. W. Ayer & Son, Phila- 
delphia. 


Oil Heating Group 
Asks Additional 


Government Aid 


Chicago, May 16.— Not for six 
months after reconversion begins 
will new models of oil heaters be 
ready for showing, it was revealed 
last week at the annual meeting 
here of the board of the Oil Heat 
Institute of America. 

Since all manufacturers in the 
oil burner industry will not be 
able to begin production of heaters 
at the same time, it was pointed 
out, an exhibition by the institute 
cannot be held before next spring. 

The board adopted a resolution 
urging governmental release of 
additional materials so as to en- 
able industry members to produce 
120,000 oil burners in the next 12 
months. As things stand, the in- 
dustry will not be able to make 
30,000 burners a quarter for an- 
other six months. 


Elect Matheson President 


W. A. Matheson, president, Wil- 
liams Oil-O-Matic Heating Corpo- 


ration, Bloomington, Ill, was 
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For Metals and Alloys is the engineering magazine of the metal 
working industries. It covers—and couples—the twin problems 
of engineering MATERIALS and procéssing METHODS as does no 
other industrial publication. 


Metals and Alloys’ subscribers num- 
ber over 15,000. 


They bear many titles: Engineer 


pliances, Ordnance, Railway Equip- 


ment and many others. 


They work with all sorts of metallic 


Superintendent, Metallurgist, Gen- 
eral Manager or even Vice President. 


But whatever their titles, they func- 
tion as engineers with the mutual prob- 
lems of engineering MATERIALS and 
processing METHODS. 


They represent all the metal work- 
ing industries: Aviation, Automotive, 
Business Machines, Electrical Equip- 
ment, Heavy Machinery, Home Ap- 


METALS ..c ALLOYS 


and non-metallic materials—and with 
every type of processing equipment 
and machinery. 


And Metals and Alloys speaks their 
language and helps them decide their 
needs. 


That’s a big reason why more and 
more suppliers to the metal working in- 
dustries are capitalizing on the unique 
“in” supplied by Metals and Alloys. 


The Engineering Magazine of the 
Metal Working Industries 


OO 


— 
<4 
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non, Maiph bor - 


let's dig for fimal Victer, » 


‘nna oom wpe ot are a ae 
Thie moseege is published in the public interest by 
t Sora ) FORD MOTOR COMPANY 


AIDS ANOTHER DRIVE — Ford Mo. 
tor Co. used this large space ad in : 
dailies last week to support the vic- : 
tory garden drive—its second support 
for a war theme in two years (AA, 

March 12). 


elected president of the institute. 
The distribution branch of the in- 
stitute at the same time elected 
C. R. Jonswold, Triangle Oil Com- 
pany and Arrow Petroleum Com- 
pany, Chicago, national chairman, 
The distribution branch recently 
prepared a text book for training 
industry service members in the 
mechanics of oil heating. It is 
also distributing the booklet, “Au- 
tomatically—the Heat for Tomor- 
row,” an explanation and descrip- 
tion of oil heating. 


Bettcher Named President 


Carl W. Bettcher, director of 
sales and advertising of Eastern 
Machine Screw Corporation, New 
Haven, Conn., and with the com- 
pany since 1919, has been elected 
president, succeeding Benjamin 
Green, now chairman of the board. 
Mr. Bettcher will continue to di- 
rect sales and advertising. 


Start Game Series 


Northwestern Products Com- ot 
pany, St. Louis, maker of chil- 

dren’s toys and novelties, has \ 
launched a large-scale program #,\ 
for “Direct Hit,” aerial bombing #j*- 
game using trade publications, di- 

rect mail, point of sale material 

and displays. Ralph Harris, New 
York, is the agency. 


If you sell 
HAND LOTION 


You Need WIBW 


In Kansas, and parts of »% 
adjoining states, WIBW is te 


preferred station of 4,811,5'! . 
listeners. : 
WIBW is preferred by de Bra] 


ers, too, as shown by their ©°- 
thusiastic tie-in promotion ~~ 
point of sale. . 
We have a reputation * a 
hard-hitting selling. Let 
prove it to you by RESUL! 


————— 


REINHOLD PUBLISHING CORPORATION 


330 WEST 42nd STREET » NEW YORK 18, N. Y. 


"Te hee f * 


Topeka. .. Kansé 
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\Z2 She’s more of a woman than ever! 


Patricia Lochridge, Woman’s Home Companion 
War Correspondent 


. EY, look at that!” the wounded marine sang out, as they prepared problems... gives practical suggestions for food, fashions and home- 
him for the hospital ship. Pat Lochridge looked .. . and saw making. 

an American flag flapping atop Mt. Suribachi. The marine smiled The Companion today is a companion incisively edited to keep pace 
proudly up from his stretcher: “I helped put her there this morning.” with woman’s growing interests. Remember that! For, when peace 
W When she went ashore, Pat found pride like that — and incredible comes, the woman will spend 80% of an estimated national retail 
‘ courage — amid the bloody chaos of the beachhead. And she saw them budget nearly twice the size of the biggest of pre-war days. She'll be 

ti . again and again as she watched the doctors and nurses treat the more of a woman — and more of a market — than ever! 
: aang eusaenia _ oe One ee abana: oo oe ee Patricia Lochridge, who landed at Iwo, is reporting the war from all fronts for the 
graphic, heart-moving report for the May Companion. Companion. Her assignments epitomize the Companion’s pioneering editorial enter- 
ja -atricia Lochridge is the first woman’s magazine correspondent prise in aiding women to better comprehension of women’s new world. Her Iwo story, 
acredited by Admiral Nimitz. But her Iwo achievement, and other “Solace at Iwo,’’ is one of the many outstanding features of the May Companion 


as ionments in Europe and the Pacific clearly show how the a an ... Read this issue! Gain an up-to-date appreciation of the woman of today. 
S 


T W man’s experiences and horizons have expanded these war days. It’s 
literally true that... 


She’s more of a woman than ever! 


And the Companion, living up to its name, is more her magazine than 


ever. It’s her active companion in her progress through new and THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 
broader fields. It guides her to a better understanding of vital national WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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| have become BMB subscribers; 
149 CBS stations, 99 (66%) are | 
now in BMB; of 255 Mutual sta- | 
tions, 158 (62%) are members, and | 
of 142 NBC stations, 90 (63%) have | 
joined. Of 40 stations affiliated 
| with two networks, 28 have sub- 
_seribed to BMB. Thus, of a total 
of 696 network stations, 436 (63%) 
| have joined, and of 180 non-affili- 
ated stations, 73 (41%) are now 
members. 


509 Stations Join 
BMB; Service 


Starts June | 


New York, May 17.—As of May 


12, 509 operating commercial sta- Strong in New England 


| 


*''Canadian-Printed 
U.S. Magazines 


Face Paper Control 


Toronto, May 15—American| 


magazine publishers who intend 
to launch new digest magazines, 
printed in Canada for distribution 
chiefly in the United States, by 
making use of a loophole in Cana- 
dian paper rationing, are doomed 


|if the publication is 


|or derives its principal earned 
revenue from advertising.” Such 
'publications are required to take 
out permits and are subject to the 
same _ rationing as_ privately- 
owned newspapers and magazines. 

The “digest” type of magazine, 
the Financial Post points out, pre- 
sents a different problem if pub- 
lished by a “non-profit” 
'tion. Theoretically American pub- 
lishers could use non-profit or- | 


“published | periodical.” 
| primarily for advertising purposes |the Post says, 


organiza- | 


= 


Advertising Age, May 21 |945 
Under this 
“WPTB can 
a certificate of exemption 
rationing to any publication en 
if it carries no advertising 
and even if it is publishec 
non-profit organization to 
mote the highest humanitai 
cultural objectives.” 

Some question has been 
ithe Post explains, concernin, 
publication “This Month,” 
lished by Association for the 
‘motion of International Un 


tions, or 58% of the United States 
. . total, had joined the Broadcast 
; Measurement Bureau, which will 
start formal operations at 270 Park 
Ave, on June 1, said Hugh Feltis, 
president. One Canadian and four 
frequency modulation stations also 


| standing, Inc., a non-profit orgs )j- 
zation in Canada, with an imy : 
sive list of sponsors. Ada Sieve] 
is editor, with offices in New York. 
“Apparently assurances were 
given members of the Canadian 
(Wartime Prices and _ Traces) 


to disappointment, investigation | ganizations as “fronts” for new 
by the Financial Post here has re- | magazines, get all the paper nec- 
vealed. lessary, build up circulation and 

Under Canadian good will until the war is over, 
certificates of exemption from|and then buy out the non-profit 
paper rationing may be granted | outfit, while the latter is legally 
by the Printing and Publishing | liquidated. 


BMB has done better among the 
medium than among large or small 
stations with 36 (53%) of the 68 
large, 227 (65%) of the 347 me- 
dium, and 246 (53%) of 461 small 
stations. 


regulations, 


are subscribers, with a total of Meetings have been held by| Administration of the Canadian ’ — . board that the project was com- 
i $385,440 made available by the|BMB with stations in all but one| Wartime Prices and Trades Board Cites Restrictive Clause ‘pletely non-commercial,” the Fi- 
: entire 514 for the first year’s work.| of the 17 NAB districts. The ex-|to “any publication which, in the The Financial Post, however, nancial Post says. 
psa stn a all 876 ne yo is hogs etl oo — opinion of the administrator, is| believes it has found another —__—_— 
commercial stations were signed, anoma), in which, however, published by any religious, char-| clause in Canadian paper ration- j i 
Mr. Feltis said, 419 of the 640|of the 27 NAB stations have signed. | table, philnednraiele. <iuatiteeal: Liner regulations which” will pre- CBS Latin American Net 
member stations (or 65%) of the |The best marks—87% in each case | scientific, professional, political, | vent this possibility. This clause Celebrates Third Year 
National Association of Broadcast- |—were made in District 1 (New| labor or other non-profit organiza-| gives WPTB control over any “La Cadena de las Americas” 
ers have become members. England) and in _ District 12| tion.” /printed matter which “is sold or |the CBS Network of the Americas 
Lists 696 Network Stations (Texas); the worst in District 2 distributed to the trade in a man-|on May 19 completed three year: 


Advertising Is Key ner or by means or under condi- 
Regulations provide, however, | tions of sale employed in the dis- | new high of 109 affiliated station; 
that no exemption will be granted | tribution of a newspaper or other! in such countries as Mexico, Cen- 
-— tral and South America and the 


(New York and New Jersey) 
where only 16 of the 40 stations, 
lor 40%, have signed. 


F ; 3 of full-scale operations with 4 
Of 190 stations in the American : os Pees 


Broadcasting Company, 117 (62%) 


| Caribbean. 
Dedicated in 1942 as a means 
WESTERN HOMETOWN SHARE OF TOTAL RETAIL SALES ‘of “promoting friendship and “a 


677. 


| derstanding among the Americas,” 
ithe network shortwaves programs 
|southward over three transmitters, 
| WCBX, WCRC and WCBN, now 
(on the air a total of 84 hours 
weekly in Spanish and 52% hours 
in Portuguese. News and news 
analyses on the program schedul 
account for 24.4% of the total 
hours in Spanish and 29.5% of 
the Portuguese. Daytime program 
service to Latin America was ini- 
tiated last August with the addi- 


5 10 15 20 25 30 35 40 45 50 55 60 | 


tion of three and a half hours 
daily in Spanish and one how 
daily in Portuguese to the night- 


time schedule. 


‘Heads Ortho Advertising 
John M. Dotter, formerly 


ad- 


vertising manager of Sandoz 
Chemical Works, New York, has 
joined Ortho Products, Inc., Lin- 


den, N. J., subsidiary of Johnson 
& Johnson, Inc., New Brunswick, 
N. J., as advertising manager, suc- 


ceeding C. E. Wagenman, resigned 


Issues Spanish Editions 


Industrial Publishing Company, 
Cleveland, will issue bi-monthly 
Spanish editions of Industry & 
Welding and The Refrigeration In- 
dustry during July and August. 
|The editions will be printed in 
Mexico and will have a circula- 
tion of about 5,000 in that coun- 
try and South America. 


A 
~A ai dG 
| What are you doing about this 9 
6-BILLION DOLLAR MARKET. 
—You may be missing Two Thirds of it 
In the 11 Western States — America’s THIRD GREATEST SALES AREA 
Look and see what you are doing with the primary market . 6 BILLION A YEAR 


where two thirds of all retail sales 
are made in the HOMETOWN MARKET 


—the Hometown Daily Newspaper Market — where two 
thirds of ALL Retail Sales are made! 


Only the Hometown Daily Newspaper covers this market— 

let us show you exactly why. ONE ORDER is all you need. 

* * * * * 

Hometown Market Sales for YOUR product-group are 

shown in the new booklet “HOW TO SELL—AMERICA’S 

GREATEST SALES AREA.” 

| _ Write us for it today. Hometown Daily Newspaper Publishers, 
625 Market Street, San Francisco 5, California. 


ask a John Blair ~ Blair man [ 
sous 1A : 


THE HOMETOWN 
DAILY NEWSPAPER 
& COMPANY 


covers this primary market REPRESENTING LEADING RADIO STAT!0NS 


Oo 
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THOMAS PAINE had it...and America’s new colonial millions believed 
and fought for his ideals, made his ‘‘Rights of Man” a new nation’s 
“Bill of Rights.” 


TRUE STORY has it...and has kept its unchanging hold on new mil- 
‘ions through 25 changing years. 


‘oday, more than ever before, the Wage Earner market has the money 
nd the numbers to make any product great. Get them to say, “It’s the 
‘st on the market, I always buy it,’’ about your product and you have a 
rand-leader. 


here are many ways open and beckoning for the job of reaching this big 
nportant market. But selling this market and keeping it sold is something 
ise again. And every time this has been accomplished, the man, or product, 
r enterprise that did it enjoyed one important power: the common touch. 


't’s the common touch that has given True Story the implicit confidence 
ind trust of its reading millions. Your advertisement in True Story cannot 
ielp but share in that confidence and trust. In so doing, you not only get 
Wage Earner coverage, you also get acceptance and buying action. 


How THE “COMMON TOUCH”’ 
in June True Story helps readers 
meet their own problems 


e How a mother can inspire a son’s 
purpose in life. Complete novel- 
Oe can ci ows 64 « SSM 


@ Homemaking Editor Esther Kim- 
mel shows how a few new ideas 
can make home, table and clothes 
more attractive .... . Page 77 


@ How young love can learn to grow 
up into dependable marriage. ..a 


June true story .... . Page 39 


FOR 25 YEARS THE WAGE 


Truck STory 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE TOWARD BUILDING THE AMERICA WE WANT 


EARNERS’ FAVORITE MAGAZINE 
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Oneida Ads Create 
New Pin-Up Girls 
Sans ‘Cheesecake’ 


(Picture on Page 71) 

New York, May 16.—Requests 
for reproductions of art work used 
in the current Oneida Ltd. “Back 
Home for Keeps” campaign for 
Community silverplate are now 
averaging between 5,000 and 6,000 
weekly, according to Batten, Bar- 
ton, Durstine & Osborn, agency 
handling the account. 

These requests symbolize a new 
era in pin-up girls because each 
illustration features a returned 
serviceman embracing his wife 
and has none of the conventional 
cheese-cake appeal. Furthermore, 
from the tone of the letters, Oneida 
has apparently hit upon a slogan 
which mirrors not only the 
thoughts of most wives and sweet- 
hearts whose men are in uniform, 
but of servicemen too. 


Sample copy: ‘“You’ve been in 
a gray fog since the day he went 
away—half-seeing, half-hearing, 
hardly daring to hope. Then the 
sun floods in, the sky’s true blue, 
there’s a great rushing song of 
thanksgiving within you... your 
heart slips back to its old familiar 
haven... your man is yours. 
you're his .. . for keeps.” 


Caption Clicked 


The first advertisement origi- 
nally appeared in Life in 1943 and 
was to have been one of a series 
with different captions. But the 
“Back Home for Keeps” created 
such comment that it was retained 
and the campaign expanded to in- 
clude seven magazines in 1944 and 
nine in 1945. Ultimately, the cam- 
paign may reach 17 magazines. 

But the ramifications of the cam- 
paign extend far beyond the maga- 
zine insertions, Perhaps never be- 
fore has a sponsor reached so 
many media without paying for 
it, and the publicity garnered for 
Oneida by William P. Maloney of 
BBDO is nationwide. 

Latest in a long list to mention 
the campaign is Life, which de- 
voted considerable space to the 
illustrations and the fad_ they 


have created as pin-ups. 

In addition, the New York Sun- 
day Mirror supplement and the 
St. Louis Star-Times devoted 


spreads and stories to the series. | 
photographed by 


Other newspapers throughout the 
country have reprinted the illus- 
trations, usually under the cap- 
tion “New Pin-Up Girl.” In al- 
most every case, Oneida was men- 
tioned. 


Reaches Radio Public 


Radio, too, has had its share in 
publicizing the campaign. ‘We 
The People,’ Kate Smith’s noon- 
day show, and the Chelsea-Guy 
Lombardo show have given credit 
to the new era in pin-ups. Fur- 
thermore, the series of transcrip- 
tions released by the Treasury 
Department in conjunction with 
the 7th War Loan uses the song 
“Back Home for Keeps” and cred- 
its the ads. 

The song, published by Irving 
Berlin, was originally introduced 
by Guy Lombardo on his Chelsea 
show and has been recorded by 
Decca to be released shortly. As 
a tie-in with the release, a New 
York music shop will devote an 
entire window display to the song, 


and will exhibit the original paint- 


ings for the ads. This theme can 
be used as a promotion piece by 
music stores throughout the coun- 
try if they care to avail themselves 
of the material, which will be 
BBDO for na- 
tional distribution. 


AFA Elects Six 


Advertising Federation of 
America has elected the following 
members: Seven-Up Company, St. 
Louis; North Texas Advertising 
Company, Ft. Worth, Tex.; News- 
Journal, Inc., Middletown, 0O.; 
Walter M. Swertfager Company, 
New York; News-Tribune & 
Times-Herald, Waco, Tex., and 
Johnstown Poster. Advertising 
Company, Johnstown, Pa. 


Goldblatt Wins Award 


Goldblatt Brothers, Inc., has re- 
ceived first prize of a $25 war 
bond in the annual National Base- 
ball Week advertising contest 
sponsored by Sporting Goods 
Dealer, St. Louis. The ad which 
appeared in newspapers during 
National Baseball Week, March 
31 to April 7, featured pictures of 
baseball’s hall of fame. 


o Fiylet 
eo Plastics 


@ Industria! 
Aviation 


@ Radio News 
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INDUSTRIAL AVIATION has a very simple circulation break-down 
... It divides into three manufacturing groups—aircraft, aircraft en- 
gines and component parts—just these and no others . . . Subscriptions 
(by invitation only) are strictly limited to titled personnel, 15,000 in 
all, who add up to the major buying power of the entire manufacturing 
industry. INDUSTRIAL AVIATION is planned and written for these 
men exclusively. 


In brief, INDUSTRIAL AVIATION is the one magazine that gives 
complete market coverage of aviation's production and a straight-line sales 
approach to its leaders. 


Note these ‘Plus Values!’’"—INDUSTRIAL AVIATION 
is the only aviation publication that has 100% manufac- 


turer circulation... It is the only one that restricts subscrip- 


tions to titled personnel... It has the highest percentage 
of editorial contents... Its cost per thousand circulation is 


the lowest. 


Make this test! Talk to aviation engineers and tech- 
nical men. Show them INDUSTRIAL AVIATION. 
Ask them to rate leading aviation publications, 1, 


2, 3—according to editorial contents. You will find, 
as we have, that INDUSTRIAL AVIATION with 


these men has first appeal. 


Ask a Ziff-Davis representative for full details. 


Advertising Age, May 21, {945 


Abt Opens Oftice 
to Direct Brand 
NamesFoundation 


New York, May 16.—Henry fF 
Abt, formerly director of p: 
tion of the National Industria! 
formation Com- 
mittee of the 
National Asso- 
ciation of Man- 
ufacturers, and 
with that group 
since 1939, has 
been named 
managing 
director of the 
Brand Names 
Research Foun- 
dation, and has 
opened an office 
for the founda- 
tion at 420 Lexington Ave. 

Announcement of Mr. Abt’s ap- 
pointment was made by G. L. Rus- 
sell Jr., chairman of the founda- 
tion, and president of John B 
Stetson Company. 

Mr. Abt, who was previously 
with John Price Jones, public re- 
lations organization, and Thornley 
& Jones, advertising agency, wil] 
direct the foundation’s expanding 
research and publicity program, 
which entered its second year last 
December. 


Henry E. Abt 


G-F Sales Company 
Announces New Setup 
W. Parlin Lillard, former) 
western division sales manager o 
General Foods Sales Company 
New York, has been named divi- 
sion manager of special products 
and Alien F. Rader, formerly east- 
ern division sales manager, ha 
been appointed staff division man- 
ager for planning. 
| The four geographical sales divi- 
|sions will be managed as follows 
| Charles A. Kolb, will be in charg: 
|of the eastern division; George A 
| Black, central division; J. E. Zipf, 
|southern division; and W. S. Kline 
|formerly district sales manager, 
| Pittsburgh, will be western divi- 
|}sion manager. R. C. Eldridge 
formerly district sales manage! 
Kansas City, will be Pittsburg! 
district manager, and will be suc- 
ceeded by Herbert C. Elam, for- 
merly assistant to the district sales 
manager, Minneapolis. 


Maire to Ralph Harris 

O. Maire, Inc., New York, make! 
of Hialeah watches, with factories 
in Lengnau, Switzerland, has ap- 
pointed Ralph Harris, New York 
agency, to direct a special cam- 
paign in September following the 
expected lifting of import restric- 
tions. 


Effective Buying 
Income Double 
State Average .... 


Winston-Salem, with an effec- 
tive buying income per capita 
of $1,555* doubles the state 
average and ranks well ahvad 


of the national average of 
($1,166. This is further proof 
(of what we've been saying al 
along ... that Winston-Se em 
is a "MUST" market for ¢- 
vertisers with a story to ‘el! 
Lor something to sell. 


*Sales Management Survey of Buy 19 


Power 


JOURNAL and SENTINEL 
Winston-Salem, North Caro "4 
National Representatives: 


KELLY-SMITH COMPANY 
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In advertising, a straight line is the shortest dis- 
tance between the point of sale and the point of 
decision. In The American Magazine, that line is a 
“two-party” line that rings the cash register, not 
with millions of women alone, but with millions of 
men as well. For The American Magazine is edited 
with dual sex appeal... edited to double-expose 


your advertising to multimillions of aspirational 


American men and women, who buy The Ameri- 


In the Service 
of the Nation 


can Magazine on the newsstands, who subscribe, 


or who beg, borrow, or steal somebody else’s copy. 


‘HE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 


sosiaiaani Pe mee r rp ss » me x fs fies % ies 
: a 
1945 ; % 
~ 2 eh. ee —— 
eo a t,t a 
| i a " 
a ee Se . 2 ‘= & ae ag 
] on “y ae ae F 2 * i. + M3 =e SE , ee 
a s ee i » re . Se]: . «= 4 ' - a. 
- “ity — ee a ee ee . . a Ea igen eee a = eee Hae # ; a ‘ a 
ee ——— i ata a a ee 4 bate.” i: io , — } mo . Aimee: : 
eae — : j ee” , ? 4 o o~ ; wae _— 
; 35 ae 3 . 4 : = . “ “ > tg J : 
‘i & ) itn : = i = ; & ; i eae 
Wg . 325 > ‘ or # Js 4 vol ag 4 Mer, Pg ae di . e ‘ae 4 >, ; - 
ms _ "4 , i _ ae a “ee eT — ” ths “. * ae 
¥ ll Fa a 7 ‘eae , BY 28 ie % i — i ' — mm, . , & * " i Ter ; 2 tps *. * a 
» —  ————S)hUlClC<( ee » a — : . <a - a.» a. aa 
 —- Bee de oa oe a. ( ee a . 
a i a ~ — bg — = 3 = 3 Ly _ a v. »& we £ : 
cx ——~— ‘Pe, J —_— 40h - &s c0l bad “a ‘ oe é om a 
Tg, me ‘te > a, —_— hlUCU 7 oi « 92.79.47 * ae 
3 a vy z “Seay oe J - ; “4 ’ % a —_ ; 2 a 4 ¥ 4 Pete a » 3 2, S a « a ; x . a? e ‘ ;. : 
> Wea Sy Ea 8 eG ~Ms Fe ge p.ie (ALOR ia 
Abt ie pions ae 4 Ve. | 4 Ps ef. .. ie Mot ” +b ‘ ‘ aa et - te 4 _® a . 2 
. a ee — a Te a” Rages — cae 2a . ‘> : Pg ¥ ae 
me «eee rie ee ee pF , ee 4 mee se —— ~ 7 ie 
sap —— ie oh i Se -\ ; 
unda- es i ceil & e a - — 3 , f « ie at a4 A. - ‘¢ a < ‘a Vy - 
in B es fa ee oe oe a — " -* . y am 
ve a4 dap ae —  ~ , = a = ee we e.g YON il 
iously Fi = — oe ag bk. - ; NS a\b, Trem & i , Ps s ‘ * ‘a = 
1ously 4 ci + A sae va . a % : ; \ ne 
. 7 Ps eke i fi oa thi , Chess a . a ee ae : %. Me, ¢ s mY X — * Z ro ae 
ic re- se ake | toe ea , i i SZ, a f ' me inte . eo 
»rnley > . faa nr renee — eri. © y i igen. ge el Pees 3 a hd e 4 Wa 
, will fe ge a ; ’ a ye y.% ‘ bas % . > , a yak ' e/ . : : oy 
9 Will Me hi Ae ‘ Pest! oe 3 j a i ~ so oe Ys, . 7 ‘ “oa 
nding ec eee waline - ms j 4 - 2 A ai PF? » c a> * \ oe i 7 A, ee 
gran ee ee A The Sere me 
i «i Se RS eT O—=*EL m & © Lee | 7 \ae hs & 7 © hg a \ - 
ir last ne Ts ager nr] a aT mf, -~ / iy . a eo e , i. NG 
EE PONIES Kel ne ae | 
ee eee S32 , ae : ” ’ ; ‘ 4 
ba aoe ia ee i A< 
re a eh a “Se 2 we LL fe 
p Bs Re yt te ge = 23 cies By Bs é. : ee =’ pe ae 4 i? ' - J 2 Fi. 5, a a a 
St er ee i I eo a Me * ow ‘ Db) + ee A ‘4 y a 
s ai = pa ee : | ee . 4 ? 2. : yy ae uf Fis 
v —— 1 :  - oF s ‘7 07 i -+ a iyi a = r% is " 
- : Be p. 3 he = GAs sig af a i Pes ' s ll _. + ; J ¢ an i , e oo 2 
ae al bse 2s se Se 5 oe i ‘ a. P. N rT if ‘ a > : 
duct * 3 ca " * ns “a oF a a 
east- A oie cil yy pial vow gt P ‘4 ae : a — fe 
— lt a digs « a ae a : Abe: 7. ‘ f P ie a or. 
Ee sj 
— gl ee nas ae ee an 4 oe —_— es et 
i i as r “ioe a7 + yale p: ¥ " es Fg 1 ie 
“ah r . shee Ps ¥ abe Ke Oe ae = Fs . > Z eo <) Pa ¢ / , 2 oe 
es te ath eee a % a, ae eget . ; a” 4 eS Be = 
“ips aa, | | a ee BP,  ___—_——————— es — ma 
Kline Bek, 7 s te ie ae E a bi eae zi ss eas 3 = Pe = * « ‘ - acsit 13 i 5h z 
ager, ee ee. me we : ; —— : . 
livi eer -. Stee ‘ Tae Ba a giao : 
divi- i, Nec ae ee a : x 
ridge Fen, 5 eae, Z ee os es woe 
lagel rns ad {6 es 2a 
1 . ‘ mr ae as E 
Jurgi — CUO - . Ke on 2 a - 
» suc- rr : a ; ye: mons ie ; ee eed Bap oe a 
oe > é ‘led Be lea ‘ A a . is : . . - ; 2 ee Lae ~ ee i 
a a aoe ae es * be 
F edb : ts ba Wi Tory ¢ Saad ; o> eee 2 ; 2 = } te 
tories al aise : 
Ss ap- “gee | 
York ae eo ( Sain : 
cam- aon" — 
g the a, 4 
stric- we 
P 
— , 
= ed 
' , <e 
as: Rte 
. cS oe = 
aa i 
PY a 
ffec- d 
' “ a 
apita THE . — 
state A\CN | 
€ a. 
L a 
e 0 w i % 
i of ee " 7 
“4 : be 
whi | 
| , ee | 
= ¥ 
-_ ee 
— Lessee 
| . 
‘ . a ’ f 
= Fe ; . \ % ; 5 : s : A 3 ¥ v, , ‘ : : i ; ciel - cai 


.* 
ae 


Expect Slow Drop 


in Government Ad 
Space in Britain 


London, May 4.—A gradual re- 
duction in the amount of adver- 
tising by British governmental 
agencies is expected here after 
V-E Day. 

Although there was a substantial 
space-cost drop in the last quarter 
of 1944, amounting to about $360,- 
000 under the corresponding 1943 
cost, it is generally believed that 
reductions of ad expenditures by 
the government will taper off as 
supplies of consumer goods become 
more plentiful. 

This will hold true particularly 
in the cases of advertising by or 
for the armed services, the Board 
of Trade and the Ministry of Food. 
In the case of the largest war- 
effort advertising, that of the Na- 


tional Savings Movement, govern- 
ment ad appropriations probably 
will increase as steps are taken 
to avoid inflation. 


To Extend Health Campaigns 


Increased or maintained budgets 
are also expected from the Minis- 
try of Health for its anti-venereal 
disease, diphtheria immunization 
and other health campaigns, and 
the Ministry of Agriculture will 
want to support continued efforts 
to increase British agricultural 
output. 

It is reported, however, that 
Brendan Bracken, minister of in- 
formation, has decided to close the 
Ministry of Information before the 
general election, which might 
be held fairly soon. 

In that case, much production 
work now being done by the min- 
istry for various other ministries 
will have to be taken over by the 
latter, through ad or publicity de- 
partments they will set up. 


GIBBONS 


ADVERTISING 


KNO 


200 BAW STREET 
TORONTO MONTREAL WINNIPEG, 


J.J. GIBBONS LTD. 


WS CANADA 


MERCHANDISING 


- TORONTO 


REGINA, CALGARY, EDMONTON, VANCOUVER 


“It will take some time before 
private business feels the full 
effect of the decline in government 
advertising,” the British Bulletin 
of Commerce asserts. “But there 
is already evidence that private 
advertisers are getting more space. 
Later on, it should lead to bigger 
supplies of posters, display ma- 
terial, etc.” 


PUAA Drops Convention 


The Public Utilities Advertising 
Association has canceled its annual 
convention scheduled for June and 
will substitute a business meeting 
of officers and directors June 5 and 
6 at the Edgewater Beach Hotel, 
Chicago. Winners of the associa- 
tion’s 1945 Better Copy Contest 
will be announced at the meeting. 


To Hirshon-Gartield 


Mrs. Terry Quimby, formerly 
publicity director of Dorothy Gray, 
Inc., and advertising manager of 
Helena Rubinstein, Inc., New York, 
has joined Hirshon-Garfield, Inc., 
New York, as head of women’s 
fashion accounts. 


Form Lansing Associates 


Lansing Associates, Inc., 745 
Fifth Ave., New York, has been 
organized as a public relations, 
publicity,- labor and industrial re- 
lation counsel organization. As- 
sociates are Raymond G. Landis; 
Harold Merckle, director of public 
relations, formerly with Republic 
Aviation Corporation; Alan F. 
Immig, and Frederic C. Decker. 


Homasote Appoints 

Homasote Company, Trenton 
manufacturer of insulating and 
building boards and Beaufort shoe 
parts, has appointed Williams & 
Saylor, New York, to handle its 
advertising. Magazines and busi- 
ness papers will be used. 


Joins ‘Farm Journal’ 

Warren M. Brown, drug and 
cosmetic merchandising specialist, 
has joined the New York sales staff 
of Farm Journal. 


Detroit Agency Moves 
Simons - Michelson Company, 

Detroit, has moved to new quar- 

ters in the Lafayette building. 


Citizens of the cosmos... 


FW A correspondent quotes one wide-traveled GI: 
be: used to think I lived in the swellest town on 
earth. But after the places I've seen... 
I think Jersey City is just a dump! 


a War makes millions of young Americans 
i 


.at home on Main Streets other 


cosmopol 


than their own... familiar with desert, jungle, Arctic, 


Returned, they will resume old lives... but always in 
their minds look back, and in their hearts remain 


adventurers!... 


TRUE isa 
eclipse ro 
that escape the 


sages, seers and screwballs, square pegs and pioneers, who 
break from beaten paths, who dare to follow dreams, 
make fact more fascinating than skilful fiction... 


TRUE now has well over a half-million circulation 
monthly (single copy sales at 25c) and an amazing 


reader loyalty.. 


tropic islands, distance and danger... 


itan.. 


peoples and aware of all the worlds outside their own 


And sooner or later, find True! 


magazine for men... 
mance.. 
stream of stereotyped news... 


honest to God, 


friendly with alien 


a record of realities that 
. receptacle for interesting exceptions 
a saga series of 


. offers an all-men audience well under 


current periodical cost — plus the brightest potential 


in postwar publishing... 


Inquire ... TRUE, a 


Fawcett Publication, 295 Madison Avenue, New York 17, N.Y. 
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Gen’! Petroleum 
Names Beesemye; 
Marketing Head 


Los Angeles, May 15.—c 9s 
Beesemyer, president of the 
mer Gilmore Oil Company, 
been appointed vice-president 
director of marketing here of G 
eral Petroleum Corporation, 
ceeding A. H. DeFriest, who 
been named assistant to B. B. Jen- 
nings, president, Socony-Vacuum 
Oil Company, New York. Genera) 
Petroleum is a subsidiary of So- 
cony-Vacuum. 

Mr. Beesemyer is a member of 
the Petroleum Industry War Coun- 
cil, a director of General Petro]- 
eum and vice-president of the Los 
Angeles Chamber of Commerce. 
Mr. DeFriest, who served as Gen- 
eral’s vice-president for 10 years. 
will devote his attention particy- 
larly to the coordination of So- 
cony-Vacuum’s distribution. 

John C. Sample, previously gen- 
eral sales manager, has been . 1p- 
pointed general manager of Gen- 
eral Petroleum’s marketing de- 
partment here. Herman Alber 
and C. H. Wartman have been ap- 
pointed assistant general sales 
managers, Mr. Alber to be in 
charge of retail sales and Mr, 
Wartman to direct wholesale sales. 


K.C. Store Sets 
Record for Radio 


Show Consistency 


City, Mo., May 15. 
Unique in the retail advertising 
field is the record of the Joh; 
Taylor Dry Goods Company, whic! 


Kansas 


| this month celebrates 12 years of 
|consistent program broadcasts on 


Station KMBC. 

Unusual too, is that the company’s 
15-minute program, “Joanne Tay- 
lor’s Fashion Flashes,’ has re- 
mained unchanged in format, and 
has been broadcast Monday 
through Friday at the same morn- 
ing time, throughout the 12 years 

Success of the show is based on 
informal chats of personnel in the¢ 
Personal Shopping Office of Joanne 
Taylor, where the staff discusse: 
featured items with friends and 
customers who drop in. 

In addition to selling goods, th: 
program has devoted much tim 
to publicity on war bond drives, 
Red Cross needs and other pa- 
triotic and civic efforts. 

The program is under the super- 
vision of Meredith Warner, adver- 
tising director for the store. R. J. 
Potts-Calkins & Holden is the 
agency. 


A 
a 


PRINT IT 
IN THE WEST 


Ri s 
%%§ ©Don't risk delays on shippin; $ 
‘f ~=printed material to the West . 
4% send us the copy, mats or plates 4 
32 for newspaper circulars, advertis 
7% ing material, western editions 

%: We print and ship fast. Black or & 
‘i colors on newsprint. Fast, moc . 
:: ern equipment. Write or wire f« 

; samples and prices. 
"Rodgers & 

"Ye 

. Rodgers 


McDonald | 


Publishers, Inc. i, 

Rotary Printing Specialist: © 
2621 W. 54th Street £§ 
Los Angeles 43, Calif. 
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NEW YORK ° 


“Thrilling 
New Products 


Can Assure Postwar Prosperity” 


Je» Why Do They Read 
,,. POPULAR SCIENCE? 


‘Letters from readers 
tell the story 


I find many useful ideas presented in the draft- 
ing line in POPULAR SCIENCE. I read it for 
both business and pleasure.” 


R. ROBERT CERMINARO 
Chief Draftsman 
General Electric X-Ray Corporation 


POPULAR SCIENCE editors 
show good judgment in se- 
lecting trom the immense out- 
put of scientihc reports . 
I enjoy reading the advertise 
ments and occasionally write 
for catalog information, 
FRED A. DANIELS 


Industrial Eng. Division 
E |. du Pont de Nemours & Co. Inc. 


“T enjoy POPULAR SCIENCE Monthly articles 
for mental relaxation and occasionally pick up 
an idea which pertains to my business 


E. M. KRATZ 
Plant Manager 
Reynolds Metals Co. 


“Your splendid work in 

», POPULAR SCIENCE Month- 

ly 1s a real service to men who 

i do the thinking and develop 
ment on new items.” 
C..E. KARST 


Secretary-General Manager 
The Brunhoff Mfg. Co 


“IT read POPULAR SCIENCE for the interesting 
articles on the advancement of science . . . and 
to find plans or ideas applicable to our business.” 


G W WEHMAN 
OK) Production Engineer 
Sylvania Electric Products, Inc. 
Ty > 


These are typical of scores of letters 
which we will be glad to show to 
prospective advertisers. 


THE 


CHICAGO 


says ANDREW J. HIGGINS 


President 
Higgins Industries, Inc. 


And behind thrilling 
new products are the 
“know how” men who 
will make them... the 
men who read POPULAR 
SCIENCE Monthly. 


In thousands of factories throughout America 
war production continues. Industry keeps pace 
with the attack in the Pacific—the one big job 
for today. 


But from those same factories, in a happier day, 
will come the products of peace. In the success 
of those products lies our postwar prosperity. 


And, just as the “know how” man—the man 
who likes machines—will win the great battle 
of war production, so he, too, will win the battle 
of production for peace. 


The “know how” man made GI Joe his weapon. 
He will make GI Joe his job when he returns. 


Who is this “know how” man 
on whom so much depends? 


He is the engineer, the designer, the draftsman, 
the chemist, the skilled mechanic, machinist or 
electrician. He is that typical product of Amer- 
ica—the man who can make things and make 
things work. He finds science and things me- 
chanical more thrilling than fiction. 


NEWS~PICTURE MAGAZINE OF SCIENCE 


CLEVELAND ° DETROIT 


a 


One of America’s topmost “know how” men 
—Mr. Andrew J. Higgins, President of Hig- 
gins Industries, Inc., New Orleans ship- 
builders. 

Makers of thousands of war craft since 1937, 
Higgins Industries will contribute to postwar 
prosperity with a thrilling line of pleasure 


craft when the war job is done. | | 


a a | 


And because he és that kind of person he reads 
POPULAR SCIENCE Monthly. He reads it as 
an aid in his business. He reads it, too, for its 
accurate and timely reporting all along the 
broad front of American industry. He reads it, 
he tells us, ‘for both business and pleasure.” 


Nowhere in America is there a group more im- 
portant to postwar prosperity than the 650,000 
“know how” men who read POPULAR 
SCIENCE each month. They will make the 
products of a flourishing peace—and they will 
buy them, too. For surveys show that they are 
first informed and, also first to buy. 


To manufacturers with new and better products 
POPULAR SCIENCE Monthly is of first im- 
portance—a potent spearhead for postwar sales. 


INDUSTRY Su / 


LOS ANGELES . 


SAN FRANCISCO 


/ ; - 
ae se 
% 
en. 
| Se SOR SLA: = 
PEC tee. ; & 
oe ee ee een "i oo 
Beier Sem a re ’ : 
ee a a ae pee: Se ; 
Basan aa Se Ree, eR RR Sah sa” Bars. see . A Bs, 
ec SL aaa ee ae st Saas ake cme ony ae — 
oir Re NS RCS eee aie 
Se Sree ES 
2 ke ee fe Rogen. Soe ae 
a P Fes 8 Be oie a RRR IRR open ac ORS eee phe. . 
Sree. Soe ee Bene ad Se So. eee ee es Fo ot oleate ene a io, Seana aaa P 
oe SES Se Rae cs ee ; 
; go i). SR ae — ieee Re Se: : 
wy $80 SC Sea oi Ri XS 
2 Se ae SS ae samen ee Sa Sai eae a i 
‘ = ee SRE ee es Sen = 
eins ere Sern Tg oer RS Re SSoees ory se F my 
eee cae. Dee Be Me St Sea PSS ea : 
> eos Be areas? = Beige Bae SMe eae eas moe ai 
| aa Be SS Ria aes Ses a 
Be I i 
neral ae et . | 
‘ See : Se : 
SO< ee me 2 2 See estes Seta ae P SSS 
see ee > Eee soe eh a nnn 
eae: oe a S as ; 
;, yo ee a vo ee 4 
or 66 ‘pease PT Shorea a 33 SES a = 
pocenaoes Rs .. Siem Poon s _ c 
oun- Sa: A cs 2 See a3 ae : 
Be See oR si SS, si se pee : i Be 3 
tr ]- Si a pete Bes Bi a ee sh Sg See BS ; 
. ra pec ee ee cn rr . = 3 
Paci Baa Ea Pee: A i a 
erce, i a ee CG 
Gen i ies ar. Pc ee 
ars, ee — =, 
ears, poate res Pee ee ; bi: 
tic ce metas PS RS 
1cu- se ee Pee Seam 
‘ Soren ras °c ee aaa a So og se cs 
50- cca 3 i Beemer SS Fe 
eae Bae ee ; 
piconet ae seo ss on eae Scenes Sane Recent ee a SES ma 
aa tee see SI ae a Re Sa aa ' il 
een- Seana Sie pi a a a a a Bec a 7 
pt Ce ee ee “ee a - 
| ap- ea ame _ EE | es 
cs n i aan Bi Sas Shachaks Sees = SS Bs Fees 
ren- ‘Sige Be pee tanec ee 
ae i 
So ee ae a aes ee ee ee 
: ee 0 
i 
ee sii Sea Basses: pies cana one 
So eae MGR arshana anno etnias a Dieters oat a BER PODER. Pesetatasntet er . 
Sates. sepa Sonn > Sete ORNS Se ee “ay 
te ee ee ich 
5 ae i i ee 
ee : i Seaman — ae. gem” gee cr 
ae Pisses Beg , 
ee coe ee = eee Brae yeaa iene Sa yi 
Re ee eS ee Bg poe See , 
ee ee ge ae? : 
Cee Beeps oct Sem gee iene Se re , 
conn. Seater | dcineaepmamaaee niece. ae aaa al : 
Dad Fe: "SESS a coe ae aa ae See 
Sf So 
~ ee ee j a 
ee nena nna ae <0) Ta 
) lA “s : Se ee = ee. 
Icy er 
. 2 - 
pine 
SB esi 
Ba 
f coe 
ree 
_ —- 
aE 
cA —_— “a 
(A (- i 
J | — a 
S ( yy a 
a7 C1 Uf a 
Ch 
! = 
vy i s 
aa > 
ee te 
* if 5 oo 
)\\—-ae a 
. ; = “ ; 
# eo 
{ & 
My a 
aM P a 
fh “as 
a 
ye } aa 
i < 
i! a 
Vi Bs a 
Ad sas 
ir (= - 
. = ae 
§ ~ 
‘i oe. 
i 
A ‘ 
M i yar = 
4 3 a 
y ey 
4 4 * a 
ea IE Hy} 4S 
; oa 
] Hh; in. 
Ww mat /I/ a 
€ ny } i / ¥ 
¥ ae // I} 
/i// 
s fi / H} / 
s. % MOn ////| ‘. 
; TH HH} / 
i ly HHH} ‘S 
ey fi /// ay 
o j / I} } / 
c 4 i ft} j / s 
. 4 f/f] i} 4 
ny SSS /| }} * 
é —— / j 
° = . ETT 
| } HHH} : 
/ 
t iH} tun 
‘ a ees «(ND ’ 
SY | 
ts ¥ = ail 
yy 
wt 
= 
ered 
: 
’ - ; 7 ; eg 
ae u : " ‘ Y in ” ’ ™ i . ° =, 


By STANLEY E. COHEN, Washington Editor 


Progress in Pacific this week be Ai of the a of 
. |my trip which are not covered in 

Area Is Impressive : ithe three articles I have prepared. 
Dear Sid: After 30 days in the) Jn 30 days, the converted Lib- 
Pacific, I am afraid it is going to| erator which the Navy placed at 
take me a few days to become ad-| our disposal covered 21,430 miles 
justed to the momentous changes |in 103.8 flying hours. It took us 
that have taken place at my old/| non-stop in 13.2 hours 2,525 miles 
stamping ground, as a result of the | from Washington to San Francisco. 
passing of Franklin D. Roosevelt|We flew another 11.6 hours to 
and the actuality of V-E Day.| Honolulu and 19.7 hours for the 
Rather than skip “In Washington” | 4,120 miles to Guam. On our trip 
for another week while I try to| we visited, in addition, Kwajalein, 
absorb these changes, I thought| Saipan, Iwo Jima, Ulithi, Majuro, 
you might like to devote the space! and back via Los Angeles, to 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


| 


i 


escape the congested San Fran- 
cisco hotels. 

Altogether we were 11 Wash- 
ington trade correspondents, a 
Navy public relations officer and 
an air crew of six. The corre- 
spondents were all associates of 
mine here, representing the top 
business and technical papers. In 
the party were Edgar C. Kreutz- 
berg of Steel; Henry Ralph, Mod- 
ern Industry and Oil & Gas 
Journal; William J. Maddox, Pe- 
troleum World; Herbert Yocum, 


|ers will be pouring out copy for 
weeks to come. 


6 3% % 


From the moment that big Lib- 


‘erator left the ground we were| (Lt. A. P. Mills, USNR, f os 


| 
| 


x "eee 


4 
Advertising Age, May 21 


with commandant and staff oj 
cers of a Seabee battalion. 
bo * od 


One of the real thrills of jhe 
trip for me was seeing Pick 


|on a schedule mapped out for the | Washington editor of AA), at fc 


j}entire 30-day tour. 


The schedule | 


| was composed with the care and} 
detail of a battle plan, and was} 


carried out, incidentally, so that 
|we returned to Washington just 
|10 minutes behind the pre-deter- 
|/mined hour of arrival. 


National Petroleum News; George; To give you an idea how things 
Grupp, Boating Industry; A. N.| worked, here’s what we did on 
Wecksler, Conover-Mast; Eugene|the 23rd of April, our second day 
Hardy, Chilton Publications; R. L.|on Guam: 0830, discussion of press 
Van Boskirk, Modern Plastics and | censorship rules by Comdr. Murray 
Modern Packaging; Richard E. | Ward, chief censor at Advanced 
Saunders, Architectural Forum)|Fleet Headquarters; 0900, confi- 
and Aero Digest; Wilford Red- | dential movies of Iwo Jima opera- 
mond, American Metal Market,| tions; 0945, discussion of logistics 
and yours truly. |problems by General Feldman; 

You will note that these men|1015, begin tour of naval supply 
represent a wide variety of fields,| depot; 1230, lunch at naval sup- 
covering most of the important! ply depot as guest of Capt. Lee 
segments of industry. I was the|Lomar, 35-year-old commandant 
sole representative of the mer-|of the supply depot; 1400 (2 p.m.) 
chandising field, but the itinerary | inspection of small boat base and 
was so weil planned that there! harbor installations; 1600 (4 p.m.) 
was plenty of material for every- | inspection of Diesel oil storage fa- 
one. Some of those technical writ-| cilities; 1830 (6:30 p.m.) dinner 


= oy At ss ‘ 


—Buy Advertising Space in the Magazine Whose Every Issue Proves Itself to be of the Utmost Importance to Aviation’s Maintenance 
Men: Aviation Maintenance, This magazine alone in its field has consistently adhered to one policy — complete editorial coverage 
of every phase of aircraft and airport maintenance, service and operations. Each and every article in every issue is an analysis 


headquarters, Guam. Pick 
good newspaper man gone \ 
—he’s a press censor now. 
riously, he proved to be a ; 
companion, and useful friend 
he knew exactly the type of th 
I should investigate, and he ‘ 
able to help me around the ))(- 
falls of censorship so that the ma- 
terial could be written without 
menacing security. 

Another fellow who made things 
a lot easier was Nate Crabtree. 
on leave from BBDO, Minneapolis 
now Lt. Comdr. Nate Crabtree 
chief of the fleet Headquarters 
public relations branch at Pear] 
Harbor. Nate was able to tip me 
off to some good leads, and to pass 
me on to Lt. Comdr. Barry Bing- 
ham, publisher of the Louisville 
Courier-Journal, who is chief of 
media at the public relations office 
out in Guam. 

ae ok = 

The big surprise was the as- 
tounding progress that has been 
made, particularly in the Mari- 
anas, toward developing good livy- 
ing conditions. Iwo Jima is rugged 
beyond description, and even in 
the Marshalls, where we have 
been based for 15 months, there 
was much to be desired. But on 
Guam and at Saipan, the climate 
is reasonably temperate. Roads 
are well developed and camps 
thoroughly built. None of the tor- 
tuous swamps and jungles that 
were such a menace in the early 
Pacific campaigns are to be found 

Ernie Pyle had written about 
the Marianas shortly before he 
took his turn, like other corre- 
spondents, in a more active sec- 
tor, but until you have actually 
seen these large, busy islands it is 
difficult to dispel the notion that 
they are anything but little slivers 
of coral, overgrown with thickets. 
As a matter of fact, thanks to alert 
anti-aircraft and the scarcity of 
Jap raids, the Marianas are not 


regularly blacked out. Guam and 
Saipan even have Coca-Cola 
plants. 


On all these islands the men 
resented any implication that their 
lot was not too bad. Kwajalein, 
for instance, was insulted because 
Ernie Pyle wrote that he had 
never heard of it; Guam and Sai- 
pan resented his opinion that they 
were relatively luxurious. 

This feeling probably 
from the frustration 
abounds in the Pacific. Forgotten 
during the European war, sta- 
tioned for long months on iso- 
lated islands and ships, many of 
the men are passionately home- 
sick, cynically doubtful that they 


results 
which 


| will see home until the Jap has 


been crushd, All are overworked. 

Until now very little has been 
done to provide adequate leisure- 
time occupations. Reading mat- 
ter—particularly serious reading 
matter about business and industry 
—is scarce. All newspapers d 


Magazines, no matter how old, ar 


of some phase of operation, and supplies a well-informed answer to the problems confronting airport and maintenance men. 


Such articles as these appeared in re- 
cent issues: Aiming for New Records in 
Service and Sales (Practical tips for airport \9) 


Pe todic In- 


Administration officials, divisional heads, re- 
gional and district engineers and inspectors. 
Distributors and dealers in aircraft ac- 
cessories, parts and components. (6 


receiving many publications but yours is by 
far the most useful to me.’’ Manager of active 
eastern airport. ‘*. .. no doubt the best in the 
field—and we mean it!’’ Prominent airline 


The 


service ‘fixed base’’ operators ‘ : 4 . 
on of Mainliners (Line checks for airline armed forces. It is important to note that executive. 

operatic me Lircraft Engine Lubricating Oils from this group will come the aviation leaders sb & 6 

(Selecting the right lubricant). Progressive for the next two generations. 

{ir port Se The “‘know how” of small air- It all add hi Aviation Mainte 

4 } . ails i. all adds up to one thing—Aviation Mainte- 

port operations). Production Line Eng ne Ove y™ “ter 1 — comments on these: nance stands alone and supreme in editorial 

ha Keeping military airplane engines in top dithdes , oe hel — wo Soa = Sow ro ae OS coverage, and in total readership. It reaches 

condition). B ling the Small Airport (Step trememn ous help toou shop personne from the readers you need to do a thorough selling 
by step methods and procedures). Keeping th an internationally famous fixed base operator. tab 
Conn FT } Stock nf for BR “>. particularly helpful to our superintend- iS 

‘ Plane A ‘ j. Stock Ce ol Base I I I | 
)perato interization of Flight Equipment ent of maintenance and mechanical staff.” rnvuYP 
Operators. Winterization of Flight Equipment. lly | A petra tes Rigo A CONOVER-MAST PUBLICATION | 

Vice President of large mid-west chain of air- 
Read by such important men as these: ort operations. “*. . . your magazine—we 205 East 42nd St., New York 17; 833 North 
I I ; ‘ ; 
l | ( itives, Super tendents, engineers believe it isa real asset to the aviati n indus- Vichigan Ave . Chicago  f Leade a Building, 
ls shop personnel of commer- try.”’ Manager of an important municipal Cleveland 14; Duncan A. Scott & Co., West 
ial ai es. (2 \irport managers, execu airport. ‘*. .. magazine is tops in the field Coast Represer Mills Building, San 


Airport vie k the good work 
Civil Aeronautic 


Se 


in aircraft and engine repair shop. **... I ar Angeles 


ution Maintenance 


lr 


~ 


Certificated echanic rancisco 4, Pe) shing Square Building, Los 


Pet: 


| quests for it. 


treasured. Every time I raised the 


|subject of our servicemen’s } 


edition I was deluged with - 
Those who were :!- 
ready receiving it, were enthu:!- 
astic in its praise. I discovered 
that many copies are doing do! 


A FACT 


New designs demand new 
materials ... new met ods. 
A new editorial se 
“MATERIALS & METH 
begins in July. 
Moral For You: Tell t! 
chitect your news! Adve! 
PENCIL POIN! 
PROGRESSIVE 


ARCHITECTUK 


Send for new book “10 F/ ‘5 
330 West 42nd Street, N. . 18 
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Pes ty, being passed from one man - | Frank M. Head, vice-president|ager, subscription book depart- ; ir Vv 
”7 4 nothers Sales Executives j}and merchandise manager of|ment, Chas. Scribner’s Sons, and Radio Firm Moves 


* * # | United Cigar-Whelan Stores Cor-| Eugene S. Thomas, sales manager, General Television & Radio Cor- 
. Our trip started off inauspi- Club Elects Flack | poration, was named lst vice-|Bamberger Broadcasting Service | POration, Chicago, has purchased 


- i wously, with the news of Mr.| New York, May 15.—Gene Flack, | President; Don G. Mitchell, vice- | (WOR). the building formerly occupied by 
er WM Roosevelt’s death picked up while| director of advertising, public re-|PTesident in charge of sales, 


|Press Wireless at 2701 Lehmann 


et flying over Salt Lake City. It was lations and trade relations of Sylvania Electric a ree . Wiley to Schautz bee yong ny - eh Sy 
a further ines sag AA oo Loose-Wiles Biscuit COMBDDY, | Ceirer cremation Janae Eg Max R. Wiley, formerly with | 
Nrong when we learned o e untimely | Long Island City, today was elected | ? we ’ ~|Embossograf Company, Chicago, | . 
fate of Ernie Pyle, whom so many evaniind of the Sales Executives | Graw-Hill Publishing Company, | pas joined William <A. Schautz, | Crowley Joins Agency 

: of us knew. It seemed that every-|Club of New York. He succeeds | Secretary, and S. George Little,|Inc., New York, an account execu-| Frank Crowley, assistant adver- 
d, for one Who saw that patch “War|pDr, Paul H. Nystrom, professor of | President, General Features Cor-|tive of a new department in| tising manager of C. G. Conn Ltd., 
thing Correspondent” on my sleeve that| marketing at Columbia University, | poration, treasurer. charge of advertising and mer-| Elkhart, Ind., for the past 15 years, 
S day deemed it his personal re-|who becomes chairman of the Elected directors for a two-year |chandising of beer and beverage | has joined the staff of Carter, Jones 


> pit- sponsibility to tell me about Ernie. | poard. Fin were Carroll B. Merritt, man- | accounts. |& Taylor, South Bend, Ind. 
2 ma- The climax came three days later 


ithout on Guam, when we saw Ernie’s § 
personal belongings resting in a 
corner of the public relations of- 


btree, fce awaiting disposal. — oe ae saci! “d 
polis, Seeing the Pacific war at a time ees 
btree, when it is entering upon its cli- N E W = 5 U T H ual 
arters mactic phase was an impressive P 
Pear] experience. With all their loneli- y 
ip me ness, the boys who man our ships, a 

) Pass and take our aircraft into combat a 

Bing- —and handle the supplies and re- ce 
sville pairs for the ships and planes— P 

ef of are working with a courage and SP @ | m 2? ©) eR T U M i 

office willingness which is all the more i None se 

remarkable for its coolness, and “-- i ome 
its determination. Hi a a 

PB as- It was a privilege to see how : 

been they are operating against an en- 
Mari- emy dangerous from his’ sheer 
1 liv- fanaticism. It was an honor sec- 
igged md only to the distinction of 
2n in working with them. 

have <cmmnttiieemicnreil 

there - | 
x» Ht Foreign Trade | 
Roads 
‘amps Week Backed 
2 tor- 

oat § by 45 Groups 

early 
ound New York, May 17.—Secretary 
about of Commerce Wallace will be the | 
‘e he principal speaker at the annual | 
orre- world trade luncheon at the Wal- 

sec- dorf-Astoria here on May 24, 
tually which will feature National For- 
5 it is eign Trade Week. Mr. Wallace | 
| that will discuss “What Foreign Trade 
livers Means to Full Employment.” ‘ 
ckets. Forty-five organizations are co- ossessing nearly 

alert operating with the New York for- 


7 e ’ 
ty of eign trade week committee, headed | one-third of the nation s 
e not by James S. Carson, in sponsoring | F 
1 and the luncheon. Among them are the | mi neral wealth, the 
-Cola Advertising Club and the Export | 
Advertising Association, and cham- | 


South is a major factor 


men bers of commerce in this country | ; 

their of Brazil, Czechoslovakia, Great} . ° Oo edd iSes., 
alein, Britain, Russia, Argentina, Cuba,| 1n producing the goods Hf) tif 
cause India, Mexico, the Netherlands, | f Bil 


had Colombia, Peru, Sweden and Vene-| that are helping win 
| Sai- zuela. 


_ they Foreign Trade Week displays are 
planned, among others, by Amer- | the war. When peace 
esults ican Airlines, Bigelow-Sanford | 
which Carpet Company, British & Irish | comes, that same wealth 
sotten Railways, Inc., Chase National | 
sta- Bank, Alfred Dunhill of London,| wy] help the South pro- 
oe Inc., Eastern Airlines, International | 
hy 0 Business Machines Corporation, | eas 
Ome Rand McNally & Co., Standard Oil | duce great quantities of 


they Company of New Jersey, ao) 


ontinental & Western Air, Inc., 


postwar goods for the nation’s pent-up demands. Wealth 


Western Union Telegraph Com- | 


toe en pany and Yardley & Co. Ltd. from its natural resources and great industries have made 4 ‘4 dd’ 
on — | IT TAKES OLlIGna’s ro 


ading [§ Victor Balata Appoints = the South an economic gold mine. The fact that the level 


te eee | of per capita purchasing power has risen more rapidly GIVE FULL COVERAGE OF THE SOUTH 


i one ing Company, Easton, Pa., has ap- 
pointed O. S. Tyson & Co., New 


pony York, to handle a forthcoming | in the South than any other region makes today’s New Swing your advertising schedule into balance in today's 
1 re- ousiness paper campaign. et . ’ : , : New South—with Holland's! Whether you use leading 
: aa ple Bes ny yee pc ridgeie | South an advertiser's gold mine! Hit pay dirt now—mine general magazines, leading women's magazines, or lead- 
vered ve cmployed. . ing magazines in the shelter group—unless you use 
reater postwac profits by reaching the grea hern 
aranhean Se & P s y & & c Sout e Holland's, your ad will lack from 14% to 30% of the 
- Names Upham & Co. | market through Holland’s—the magazine of today’s New coverage you get throughout the rest of the nation. But 
T 


» a nperature Control Devices, 

a New Haven, Conn., maker of elas- | South! 
: lec s .eeves for rotating shaft pumps, 
na ppointed Philips Webb Up- 
& Co., New Haven. Media * 

nelude industrial publications Sonate Mh. Neleon 
irect mail. 


ADD Holland's, and in every case your coverage of the 
South jumps to more than 100% of the national average! 
Here's how Holland's gives you FULL coverage of the South. 


; 86.4% of National Average ¥ 
2 Leading Without Holland's 
General 


F Magazines 
—~ 4 | e ‘ e 


i , 86.25% of National Average 
3 Leading ; 
Without Holland's 


printed selli i aad zz 
- i ~— “ The Magazine i the New South 


Women's 


Magazines 


Vv N K A WACKER DRIVE HICAGO... 
“the little magazine | 52 VANDERBILT AVENUE, EW YOR 75 EAST CKER D ° c Cc ° 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS... West Coost Representative: SIMPSON- 


70.50% of National Aver- 


with the big audience” 


REILLY, LTD., RUSS BUILDING, SAN FRANCISCO .. GARFIELD BUILDING, LOS ANGELES 2 Leading 
| a Without Holland’ 
| DALLAS, TEXAS esta ge Without Holland's 
. ' 

AVIDSON PUBLISHING CO., CHICAGO agazines 
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‘Beachbuster’ Ad 
Draws Criticism 


To the Editor: After all the 
criticism the advertising profes- 
sion has received for exaggerated 
“winning the war” claims, it’s sur- 
prising to see the Borg- -Warner | 
“Beachbuster” ad appearing as) 
late as May, 1945, in the Wall 
Street Journal. 

Anyone who knows the real his- 
tory of this Borg-Warner vehicle 
knows that it is merely a “Johnny- 
come-lately” variant of the am- 
phibian tanks that other com- 
panies have been making by the 
thousands, for three years. 

The Borg-Warner ‘Beachbuster”’ 
never got into action until April, 
1945! Although the ad copy slickly 
refers to the use of amphibians 
on Tarawa, no “Beachbuster” was 
there, or at Machin, or Leyte, or 


;won the battle 


This department isa reader’ s forum. Letters are welcome. 


ner only lately succeeded in get- 
ting all the bugs out of this 
vehicle, evn though it is made up, 
in large part, of sub - assemblies 
developed by other manufacturers. 

It was Food Machinery Corpora- 
tion’s “Water Buffalo” that really 
reputation this 
Borg-Warner ad seems designed 
to cash in on. Food Machinery 
has just completed production of 
its ten thousandth amphibian, and 
signalized it with a Blue Network 
broadcast on May 14. 


E. G. NEALE, 
The Mayers Company, Los 
Angeles. 
’ v v 


Time Card Mementos 

To the Editor: Enclosed with 
this letter you will find a picture 
taken at the plant on V-E Day. 
The time card the young lady is 
punching, marked “V-E Day—On 


Saipan or Iwo Jima. Borg-War- 


the Job,” was a souvenir that was 


given to all Servel employes who 
worked on V-E Day. 

We had a pretty intensive em- 
ploye campaign in an effort to get 
our workers to pledge themselves 
to work on V-E Day. Our absen- 
teeism that day was much lower 
than average. 

WALTER P. Woon, 

Publicity Manager, Servel, 

Inc., Evansville, Ind. 


. ¥ v 
Makeup Men Keep 
in Practice 
To the Editor: Eye* Catchers 
have their own leggy version of 
our old pal juxtaposition. 
CHARLES VAN CorTT, 
Promotion Manager, Chain 
Store Age, New York. 


To the Editor: Knowing that 
you occasionally get a chuckle out 
of some of the things that make- 
up men do, I thought you might 
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“No. Thistlewaite. NO!=we wante 


bedter market figures!” 


It was a nice idea, Thistlewaite. 


it’s best to come to F&P! 


latest and best 


knowledge of the many 


or break” 


Today more than ever 


same painstaking coope 
May, 1932 


since a spe 


a lot of agencies say the 


you guessed it—Free 


D. 


\y 


Franklin 6373 


statisti 


CHICAGO: :80 N. Michigan WEW YORK: qq Madison Ave SAN FRANCISCO: 111 Switer 
Plaza 5-4130 


but for market figures, 


Not only do we have the 


cs—we also have an intimate 


other factors that often “make 


a station’s productivity in any given territory. 


were proud to offer you the 


ration we ve always offered you 


‘cial kind of cooperation which 


y get from no other outfit than 


& Peters! 


FREE & PETERS, we. oo 


Pioneer Radio Station Dinieaatitiaa 


Since May, 1932 


EXCLUSIVE 
REPRESENTATIVES: 
war. -wKBW Gi BUFFALO 
Regier! NNATI 
in ocehiaw SULUT 
WDAY taksatews F 
WISH ...INDIANAPOLIS 
WJEF-WKZO ....GR 
RAPIDS KALAMAZOO 
KMBC ....KANSAS CITY 
oo, fr LOUISVILLE 
WTCN ...MINNEAPOLIS- 

ST. PAUL 
Re PEORIA 
O55 ckniend ST. LOUIS | 
IL. icincoet SYRACUSE 

1OWA 
eee DES MOINES 
; . . ewer DAVENPORT 
KMA ..... SHENANDOAH 
SOUTHEAST 
WCBM ...... BALTIMORE 
WCSC ..... CHARLESTON 
acceasene COLUMBIA 
eee RALEIGH 
 ickavene ROANOKE 
SOUTHWEST 
KOB ....ALBUQUERQUE 
KEEW .BROWNSVILLE 
KRIS . ‘CORPUS CHRISTI 
0) PPPs HOUSTON 
oh rr OKLAHOMA eH 
_, eas 


PACIFIC COAST 


ooo Ine. 


Sutter 4353 


HOLLYWOOD: 633: Hollywood ATLANTA: 322 Palmer Bidg. 
Holly wood 2151 


Main 5667 


be interested in the attached from | 
this morning’s Philadelphia In-! 
quirer. 
Notice even the similarity in art 
treatment. 
H. F. E. JEUNET, 


Production Manager, Farm 
Journal & Farmer’s Wife, 
Philadelphia. 
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Martin Writes Thanks 
for ‘AA’ Pony Edition 
To the Editor: I feel I would | 
be very remiss if I did not express 
the pleasure and instruction I 
secure from your publication, re- | 
ceived through the kindness of | 
Charles W. Hoyt Company. 
Having been overseas since 1942 
in the African and Normandy 
campaigns, I began to feel quite 
out of touch with the advertising 


aie 
Likes ‘AA’ Pony Issues 
| Servi icemen’s Pony Edition. 

\from Grey 
|and every issue is avidly read by 
_myself and others here in the pub- 
jlic relations office, where interest 


you cover. 


‘Handling Inquiries 


picture in the States. Imagine 
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DeBary 


the face powder used in 
the Success Course...*1 


ichand thud). 


~~ 


OUT-SIZE ! 
STOCKINGS 


65c 


Your choice for 


These 
leg-flattering rayon stockings... won- 
derful-fitting . . 
seconds. Colors: 
Hacienda Tan. 


Sizes 9'/, to 11 


busy days . .% 


. long-wearing. Slight 
Vista Beige and 


Order by mail or phone on 
2 or more pairs. RIT. 0660 


FASHION £. Baw BASEMENT 


CHESTNUT AT TWELFTH 


down, I could not put my finger 
on the exact reason for the long 
delay in getting this material out. 
We do know that this was jus 
about the time of the big flood 
here in Cincinnati when mail ship- 
ments were held up for a con- 
siderable period of time. The Post 
Office Department never notified 
us, or made a statement as to just 


;exactly what types of mail were 


held up, nor for how long. So, we 
can only surmise that this might 
have been an extenuating circum- 
stance which entered into the pic- 
ture. 

I say this in explanation, rather 
than in our defense, because cer- 
tainly when I got into this subject, 
I found that many improvements 


could be made in our procedure 


of handling such inquiries, not 
merely from the standpoint . get- 
ting material back into the hands 
of homeowners more quickly, bu 
also a better standardization of 
messages which were to be sent 
to prospects under different sets of 
conditions. 

I believe that the new plan we 


|have set up as a result of this 


study will be a real improvement 
for us, and I sincerely hope that 


my delight, therefore, on receiving 
| your first edition shortly after) 


|reaching Paris. You deserve plenty | 


of fan mail from all ad-service | 
people on your mailing list. 


You are certainly helping my | 
“mental reconditioning” for my | 
hoped for reentry into the pro- | 
fession. 


Cou. K. G. MARTIN, 
Tilton General Hospital, Fort 
Dix, N. J. 


To the Editor: Thanks for the 


It comes to me in an envelope 
Advertising Agency, 


naturally runs high in the subjects 


LESTER C. LEBER, 
c/o Postmaster, San Francisco. 


Adopts New Plan of 


To the Editor: You will recall | 
VERTISING AGE you 
of your study of the delays en-| 
countered in getting information | 
from manufacturers to inquirers. 
Among the list of company studies 
was ours, and we certainly did not 
show up too favorably. 

As a result of your article, I 
asked our agency, Needham, Louis 
& Brorby, to secure from you a 
file on our company so I could 
check into it and find out just why 
this unusual delay occurred. 

I am returning this file to you 
with this letter because I thought | 


gave a report 


| you would perhaps want to keep| 
your 


file complete. Thanks very | 
much for your cooperation. 


Unfortunately, in tracing this 


|Board Put 


you later on undertake another 
such study and test us out again. 
At any rate, it should be some 
|satisfaction to you to know that 
|in at least one case your article 
'did stimulate some constructive 
action, 
E. L. Govuepy, 
Advertising Manager, Eagle- 
Picher Sales Company, Cin- 
cinnati, O. 


~ ¥.® 


Recalls F. D. R. Quote 


To the Editor: Running through 
some files the other night which 
I had started 15 years ago, I came 
across a quotation which some 
readers may have forgotten: 

“If I were starting life over 
again, I am inclined to think that 
I would go into the advertising 
business in preference to a!mos! 
any other. This is because a er- 
tising has come to cover the w 10!¢ 
range of human needs and also be- 
cause it combines real ima: :na- 
tion with a deep study of hina 
psychology.”—Franklin D. Rose 
velt, in speech made in 1931 te 4c- 


| that in the March 26 issue of Ap- vertising Federation as go\ 


of New York. 
BERT HERRO? 
Advertising Manager, Owé 
Illinois Glass Company, 
ledo, O. 


, ¥ F 


Cites ‘Visitrol’ Board 


To the Editor: We read 
interest your article, “Produ 
to Work in A 
Offices,” on Page 18 of the 
14 issue of ADVERTISING AGE 
You might be interested to 
that the Wassell board is no: *™ 
oldest board of this type. In “+ 
a visual control board wa ot 
veloped for one of the maj 
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plants in the Baltimore area on 
the same principles as the Wassell 
poard except that the scheduling 
operation is more easily performed. 
This “Visitrol” board is now be- 
ing manufactured and sold by 
the J. E. Brower Company and is 
used extensively by larger plants 
in this area. 

We are also wondering if the 
“pyoduc-Trol” installation in the 
offices of Stewart, Brown & Asso- 
ciates might not be considered an 
“aeency” use. If so, I think it 
comes quite close to being the 
oldest installation in the New 
York vicinity. 

H. L. PETERSON JR., 

Consultant to J. E. Brower 

Company, Butler, Md. 
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‘In Jewel Tones’... 


To the Editor: Anent Copy 
Cub’s quip in the May 7 Apver- 
TISING AGE about medical art il- 
lustrations, perhaps he didn’t see 
the many reviews of Modern 
Medicine’s medical art show when 
it was produced in Baltimore. Of 
it, Time, Jan. 29, said: “These 
pictures clearly demonstrate that 
a good medical artist takes pleas- 
ure in beauty as well as scientific 
exactness.” 

And again in a review in News- 
week for April 2, the headline 


said, “Skilled Hands of Medical 
Artists Bring Macabre Beauty to 
Science.” And the article goes on | 
to say, “In their practiced hands | 
—” meaning artists like Ranice | 
Birch of Johns Hopkins Medical 
School, Yale’s Armin Hemberger, | 
Mayo Clinic’s Russell Drake— | 
“even the most grotesque subjects | 
take on macabre beauty. In jewel 
tones of russet and bronze, even 
a tubercular eye has aesthetic ap-'| 
peal.” 

Since both of these reviewers | 
actually saw the showings, it oc-| 
curs to me that you might find 
the exhibit at Yale revealing. If 
you are a Connecticut commuter | 
or weekender, or just sufficiently 
Connecticut-minded to take the’! 
trip to New Haven, sometime dur- | 
ing May 21-June 3, why not have | 
a look at that same Yale show? 
It has some notable examples of 
really distinguished and beautiful | 
medical art. 


LUCILE BABCOCK, 


Public Relations, Modern 
Medicine, Minneapolis. 
v v v 


New Sign Goes Up 


To the Editor: Once in a life- 
time such a thing happens! | 

Since October, 1944, our client, | 
Radio Station KWK, has had a 54 | 
by 31 ft. bulletin at Grand and 
Olive, the “Times Square” of St. 
Louis. It featured a map, in color, 
of the European war _ theater. 
Almost daily, changes were made 
showing the progress of the war. 

As the end of the war in Eu- 
rope approached, it was decided to | 


Se prepared with a change of copy 
to read “On to Tokyo,” and a| 
stip below reading, “No Time Out | 
Between Halves.” 
_\WK has the facilities of both | 
United Press and Associated Press | 
So-o-o, when the German | 

ender flash came, the new} 
“OY was ordered painted. Despite | 


iit S 


SELLING NEW HAVEN'S 
WAR WORKERS 


Journal-Courier goes into war plants 
the thousands daily — each copy read 
many, and passed on from shift to 
ft — each copy working 24 hours daily 
bring you coverage of today's best- 
ending customers . . . 100,000 reacers 
ly! 


* *& THE * x 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


an afternoon rain, the job, which 
normally takes a full day, was 
completed by 2 o’clock that after- 
noon. 

With the end of the brown-out 
the following day, the bulletin was 
again illuminated, and the accom- 
panying news photo was the re- 
sult. It is interesting to note that 
the illuminated signs shown in the 
photo cause it to read “KWK, St. 
Louis, Missouri.” It appeared top 
and center of Page 1, in the morn- 
ing Globe Democrat May 9. 

Paut D. KRANZBERG, 
Padco, Inc., St. Louis. 


American Express, 
Catholic League, 
Plan Travel Ads 


New York, May 15.—Plans for a 
postwar travel service to places 
of Catholic interest have been an- 
nounced by Ralph T. Reed, presi- 
dent, American Express Company, 
and Raymond J. McCarthy, presi- 
dent, Catholic Travel League. An 
extensive advertising campaign in 


idaily newspapers, trade publica- 


| 


' 


tions and Catholic magazines is 
included in the plan, a joint under- 
taking of the two organizations. 


Conducts Pilgrimages 


Formed in 1929, the 
Travel League has conducted pil- 
grimages to the outstanding shrines 
of the Old and New Worlds, in- 
cluding such objectives as Rome 
and the Vatican, Ste. Anne de 
Beaupre in Canada, Lourdes and 
Lisieux in France, Guadalupe in 
Mexico, and such assemblages as 
the Holy Year and the Eucharistic 
Congress. 


Catholic | 
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The American Express operation 


as a travel bureau dates back to 
}1915. In 


1890 it invented the 
travelers check system. To serv- 
ice its check patrons it estab- 
lished offices in the principal travel 
centers of Europe, where requests 
soon developed service in planning 
routes and securing tickets and 
accommodations. The popularity 
of the service is such that as many 
as 14,000 tourists in one day have 
called for their mail at the world’s 
best known forwarding address— 
the American Express office at 11 
Rue Scribe, Paris. 
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READY FOR 


hd 
...In Japan anc 


A FAST AS military and naval services can accommodate ffhei 


them, members of the European staff of Chicago Tribune fh de 


war correspondents are being shifted around the world to fked 


augment the staff now covering the war in the Pacific. he i 


Meanwhile, as Europe struggles to bring order out of § A 
chaos, reporters who have been covering the front line ffibu 
action will enable the Tribune to step up to a new high the fhlks 
number of foreign correspondents on the job covering the ffyle 
political and diplomatic moves and countermoves in the re- §nd 


construction of postwar Europe. ews 
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THE CLEAN UP 


postwar Europe 


ite Mheir dispatches, while covering the larger action, will continue 
ne fb deliver to Chicago and midwest readers the highly personal- 
to fked reporting which kept this part of the country informed of 


he individual exploits of its sons and daughters. 


of § And as long as there is a G. I. left in Europe, the Chicago 
1e Mribune will have the facilities and manpower to keep the 
1e fblks back home informed in the same enterprising sharp-focus 
1e ftyle which has helped win and maintain for the Tribune, daily 


e- Ind Sunday, far more total circulation than other Chicago 


ewspapers. 


oribune 
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DETINGUISHED FOREIGN 
‘ERR DAY OF THE WEEK 
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Use Wewspa 
THE FaR WES 


1. SAN DIEGO, CALIF.—UNION AND TRIBUNE-SUN.............-+5- 2.24 
2. pa Ba UTAH—TRIBUNE & TELEGRAM ............... 2.25 
3. SACRAMENTO, CALIF.—BEE  .......cccccccccscsscesccceeseceseeses 2.47 
4. pa TR | gat aamaaael REVIEW-CHRONICLE .......... 2.58 
5. TACOMA, WASH.—NEWS-TRIBUNE  ..........0secsee cee ceeeeewenes 2.57 
Sein RRR aeeINEA 
6. ee POC eeeeecdercasewceeasesecscsscresescceseses 2.73 
7. PHOENIX, ARIZ.—REPUBLIC AND GAZETTE ...........6..-000065 2.94 
SS TET ES 
8. a NEWS. 2c cccsccccccccscccecces 2.95 
9. TACOMA, WASH.—TIMES  ..... 1. ccc ccc ccc ccc cece ec cw eeteecesensess 2.98 
Ti icentieamemmenemmentiiiaiaiiiemaniia 
10. Lai nL Cece eevccccecccersscccsccoeecsececcees 3.30 " 
11. STOCKTON, CALIF.—RECORD ....... «0.6.66 cece cece cee e et eeneeeees 3.36 
ALAMO EG Ne I 
12. SAN BERNARDINO, CALIF.—SUN AND TELEGRAM ............... 3.36 
ollie ieeenemeemnmnieadineiamaanidl 
18. ALBUQUERQUE, N. MEXICO—JOURNAL AND TRIBUNE .......... 3.39 
14. at a eet AND STAR-JOURNAL ...........60% 3.55 
15. LONG BEACH, CALIF.—PRESS-TELEGRAM ..............-..(Est.) 3.62 
TINE I RICE LES 
16. RICHMOND, CALIF.—INDEPENDENT ..........-..-2-0eeeeeeseeees 3.78 
RIE Rc RS 
17. BAKERSFIELD, CALIF.—CALIFORNIAN  ..........62 06560 ceceeeees 3.83 
iii oeeeemeneindinemiaiminmeianmal 
18 SAN JOSE, CALIF.—MERCURY-HERALD AND NEWS ............. 3.89 
(Se RRR EE A RE 
19. GREAT FALLS, MONT.--TRIBUNE AND LEADER ............ -+ee 3.99 
ART ETRE OTE RETIRE 
20. PASADENA, CALIF.—POST AND STAR NEWS. ..........0000ceeees 4.08 
AE EIN AE SRR i A REE IE 
21. OGDEN, UTAH—STANDARD-EXAMINER ............---s0eeeeeeees 4.11 
22. YAKIMA, WASH.—HERALD-REPUBLIC ......-.....0.sccceseeeceees 4.47 
| OE st PT TE 
23. BELLINGHAM, WAGH.—-HERALD oo... nce ccc c eect cr cccccceees 4.54 
_ IIE 89 SS 
24. RIVERSIDE, CALIF.—ENTERPRISE-PRESS — .......----- 20-0 eee ceee 4.58 
TE ARR ARNIS a “ 
25. HOLLYWOOD, CALIF.—CITIZEN-NEWS .......... cadorcesess . -+. 4.68 


26. SANTA ANA, CALIF.—REGISTEKR ........ shisidcdsdvedisnsccan COO 


27. VANOOUVER, WASH.—OOLUMBIAN 2... cece cece ccc ccccecceececs 4.85 


28 SANTA BARBARA, CALIF.—NEWS AND PRESS sccerecasvscccee SF 


29. BUTTE, MONT.—STANDARD AND POST .... eTrrer rere re eT ee 4.87 


30. TUCSON, ARIZ.—STAR AND CITIZEN oan iteewave wees ere 4.38 


31. SACRAMENTO, CALIF.—UNION Sees ev ree eeseens ss 5.04 


32. BERKELEY, CALIF.—GAZETTE TORT ERT ELUTE TCT 


33. LONG BEACH, CALIF.—INDEPENDENT _........ 2 20.5 cccccuuus 5.24 


34. COLORADO SPRINGS, COLO.—GAZETTE-TELEGRAM ...... . 5.32 


35. SALEM, OREPGON—CAPITAL-JOURNAL Pe Tereee rs T ences eedee 5.35 


36. SANTA MONICA, CALIF.—OUTLOOK seccecccesescccsccess STR 


37. SALEM, OREGON—STATESMAN TIER 6.15 


38 GLENDALE, CALIF.—NEWS-PRESS RSSRSaeeeoesesecrcere 6.17 


39. SAN DIEGO, CALIF.—JOURNAL . CS SOSeeesererescsesecs 6.51 


40. SAN PEDRO, CALIF.—NEWS-PILOT _ .”... ... 2.2: cscceccccccceccecs 6.63 


il. ALHAMBRA, CALIF.—POST-ADVOCATE : eter TetTe ee esccee 1.42 


42. VANCOUVER, WASH.—SUN asses . Cesaecesecccersccss FOS 


48. SAN MATBRO, CALIF.—TIMES AND NEWS-LEADER _........... -+ 7.61 


4. INGLEWOOD, CALIF.—NEWS ec reree eee seee 7.83 


45. RICHMOND, CALIF.—REPCORD-HERALD Se escessccsees ° 9.45 


46. ALAMEDA, CALIF.—TIMES-STAR ..... et ta tance eeee . 9.55 


47. HUNTINGTON PARK, CALIF.—SIGNAL .* eases ees see 10.09 


‘8 BURBANK, CALIF.—REVIEW : Ceneseeecesece seceeceses 19.89 
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Newspapers will do the soundest, most con- 
’ centrated selling job in the west. They'll do it 
more economically too. 


Charted at the left are all daily newspapers in 
cities of the 11 Western States between 25,000 and 
250,000 population arranged according to their common- 
denominator* rates. 


Such listing clearly shows the lowness of western 
newspaper advertising costs and forcefully highlights the 
outstanding value of the Republic and Gazette. 


Only six newspapers in the entire group offer 
lower rates and none provides a better or more inten- 
sive coverage of its market. 


With 165% as much circulation as all other Arizona 
newspapers combined the Republic and Gazette reaches 
more than half of the literate population of the state. 


In Arizona, you'll tell more and sell more custom- 
ers—at lower cost—with a sustained schedule in the 
Republic and Gazette. No other advertising reaches 
more than a fraction of these people, and in Arizona, as in 
all the west, no other medium enjoys the same welcome as 
the daily newspaper. 


*The common-denominator rate used here for all newspapers, 
based on the national advertising rate of each as shown by 
Standard Rate and Data Service, is the price of advertising 
per line, per million circulation. 
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BOB HALL, National Advertising Manager 


Represented by Williams, Lawrence & Cresmer Co. 
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YOU OUGHT TO KNOW . . . BUSINESS CHART OF THE WEEK . . . THE PAY-OFF . . . OTHER FEATURES . . . | 


lhe Pay - O/T f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


By ELON G. BORTON 
Advertising Director 
La Salle Extension University 


Bob Stone, vice-president of the Na- 
tional Research Bureau and president of 
the Chicago Direct Mail Club, sends the 
Pay-Off information about an interesting 
test on letterheads made recently by his 
firm. 

Two letters, identical in copy, except 


Mr. Stone states the reason better than 
I can when he says, 

“It is our opinion that the top of a 
letterhead is one of the most valuable 
positions on the whole sheet. It seems 
that a standard letterhead, or one not 
having any action, leaves the reader cold. 
It is our belief that the top of a letter 
sheet is just as important as the top 
portion of any publication ad. It is dif- 
ficult indeed to find a publication ad that 


IT ISW'T NECESSARY oes 
NOW ¥OO CAN NAVE THE 
READING TONE FOR YOU 
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IT ISN'T NECDSSAPY... 


NOW YOU Cal WAVE THE (2.) 
READING DOE FOR YOU 


for the letterheads, were sent to alter- 
nate names on a list of 3,000 business 
executives. The one letterhead (No. 1) 
“What’s New in Business’ was a copy 
letterhead printed with a striking three- 
color effect (the red background of the 
left half doesn’t show up in the illustra- 
tion). The other was illustrated and 
carried a balloon caption. 

Much to everyone’s surprise, the illus- 
trated letterhead (No. 2) outpulled the 
ther, three to one! 


Yow Ought toKnow . 


Never sell anything,’ says Vernon 
Brooks, newly-appointed chairman of the 
sales committee of the Bureau of Adver- 

ng, American Newspaper Publishers 
Association. “Present it in such a way 

t the prospect wants 

yuy it.” 

For about 26 years, 
Vern Brooks—now 49 

as been persuading 

ertisers to buy 
hewspaper space on 
the basis of studies of 
an advertiser’s own 
business. Since 1926, 
has done this with 
New York World 
Evening World, 
a then the New 
York World-Telegram, of which he is 
advertising director. Previously, 
vas with the Chicago Tribune. 
ith the Bureau of Advertising, he 
his associates will emphasize, on the 
ngth of thorough research, that “‘there 
) national advertiser;” that every ad- 
ser faces different problems and dif- 
nt opportunities in every market in 
th he sells, and that he should use 
spaper space, in varying amounts in 
erent markets, to meet the problems 
make the most of the opportunities. 
orn on Chicago’s South Side, Vern 
ted early in “distribution,” before he 
ned advertising and merchandising. 
14, he began to deliver packages—at 
‘ents a package—for a couple of down- 
n stores. from the Chicago line eight 
es northward, by bicycle. He did this 


Vernon Brooks 


I 
I 


starts out with the name and address of 
the advertiser. In view of the fact that 
the same people who read publication ads 
read our direct mail, we feel that the 
same type of technique should be applied 
and the results of our test seem to bear 
out this theory.” 

This theory is not new. Letterhead 
designers have emphasized for years the 
value of using letterhead space more ef- 
fectively than for just a static listing of 
the company name. But few indeed of 
us do it. 


e e Vernon Brooks 


four hours every afternoon on _ school 
days and all day Saturdays. 

The business grew. Other Loop stores 
asked for help. By his senior year four 
youngsters were helping him. Two weeks 
before he was to take his final exami- 
nations, Vern left high school suddenly, 
over some business about jumping out 
of a window to get a cigaret. His parents 
were in Europe at the time—his father, 
in the crockery and glass business, on a 
buying trip. Vern decided to go into the 
parcel delivery business full time. 

The nucleus of this was a used Ford 
truck which he bought with $150 bor- 
rowed from an older brother. Soon he 
was serving 23 stores with four trucks. 
His business that year—he was only 19— 
netted him $8,300. 

With the coming of World War I, Vern 
entered the Navy as a gob. He emerged 
two years later as an ensign. Most of 
this time he patroNed up and down the 
Atlantic Coast in a sub chaser. He did 
not get overseas. 

While in the service his mother tried 
to run the parcel business, but had 
trouble with some of the boys, who tried 
to steal the packages. Vern asked her 
to sell it. He got $3,000 for it. The 
North Shore Parcel Delivery Company 
is still functioning, now using about 70 
trucks. 

Two of his buddies in the Navy had 
worked in advertising agencies, and had 
told him long and eloquently of the ad- 
vantages of the advertising life. Must- 
ered out in May, 1919, he read an ad in 


the classified columns of the Chicago 
Tribune which said: “Ensigns of the 
Navy, second lieutenants of the Army 
wanted to learn advertising.” He an- 
swered it. 

Three days later came a letter from the 
Tribune, whose classified advertising 
manager, the late W. E. Macfarlane, put 
him to work selling classifieds for cash, 
at $10 a week plus commission. 

Vern made about $18 a week at the 
start. After a year, still on the $10 basis, 
he was making about $85. It was leg- 
work, and hard work, but he was learn- 
ing about a lot of different kinds of busi- 
nesses and people. 

Then for eight months he took classi- 
fied ads at the counter at $45 a week flat 
salary. In the evening he studied adver- 
tising and marketing at De Paul Uni- 
versity. One of his instructors was James 
M. Cleary, then promotion manager of 
the Tribune. Cleary arranged to have 
him switched to the promotion and re- 
search department. Here, sitting op- 
posite one another at a double desk, and 
in charge respectively of research and 
promotion, were two promising young 
men: Brooks and Leo McGivena. Mc- 
Givena later became promotion manager 
of the New York News and now has an 
agency in New York. 

In less than a year, Walter Merrill, 
then national advertising manager of the 
Tribune, brought him into the merchan- 
dising department, where he helped dis- 
trict sales managers of such products as 
Sunsweet prunes, Richardson roofing, and 
Crystal White soap introduce them in 
the Chicago market. 

Then Merrill put him in charge of the 
St. Louis territory, which had been rather 
a dud. But before he had time to show 
results, Merrill asked him if he’d like to 
come back to Chicago and spend full time 
for a year trying to crack three or four 
100% magazine advertisers. Brooks said 
he would take just one, and he let Merrill 
pick it. 

The one was the phonograph and rec- 
ord division of Brunswick - Balke - Col- 
lender Company. The division was spend- 
ing quite a lot of money in advertising, 
but was not making money. Vern spent 
six months at B-B-C. He got to know 
the sales manager of the division, who 
opened the records of the business to 
him. 

Although the division was spending 
$750,000 annually in 17 magazines, Brooks 
found that 80% of its business was be- 
ing done in 53 markets, and that only 
60% of the magazine circulation was in 


those markets. Another $750,000 was 
being spent in 50-50 cooperative adver- 
tising with dealers, but 70% of this was 
spent outside the 56 markets. 

As a result of the Brooks’ findings, the 
phonograph and record division cut out 
all magazines but one, The Saturday Eve- 
ning Post, and spent the rest of its ad- 
vertising money in newspapers in these 
markets. Soon it was making a sub- 
stantial profit for the first time. 

Brooks then tackled other accounts, 
one after another, with similar thorough- 
ness. 

When the Tribune started Liberty he 
was made western manager, but was 
fired before long because he did not ap- 
prove of a _ promotional presentation 
which Albert Lasker of Lord & Thomas 
made for the magazine. 

After six months more in St. Louis for 
the Tribune, he went to New York as as- 
sistant to Walter Merrill, who had mean- 
while become advertising director of the 
World and Evening World. There he de- 
veloped the first newspaper reading habit 
study of the New York market, and in- 
troduced certain techniques now used in 
selling retail advertising. 

When Scripps-Howard bought the 
World, in 1931, Vern had a choice of two 
good jobs: Either he could be national ad- 
vertising manager of the World - Tele- 
gram or he could go to Batten, Barton, 
Durstine & Osborn as a plans and re- 
search executive. He picked the World- 
Telegram. 

There, among other things, he intro- 
duced, in 1935, the Block-by-Block study, 
to eliminate inconsistencies between 
readership and market, and in 1939, the 
World-Telegram Grocery Inventory. The 
inventory, which provides advertisers 
and agencies with a lot of information 
on what happens to grocery brands in the 
New York metropolitan area, has been 
conducted every month since. 

Newspapers in Boston, Cincinnati, 
Gary, Ind., and St. Louis are now operat- 
ing identical grocery inventory studies, 
and newspapers in about 20 other cities 
are planning to introduce them. The 
World Telegram trains their men and 
gives them the forms, copyrighted ma- 
terial, etc. to get the plan started, and 
counsels them after it gets going. 

Vern Brooks has never had to be a 
“highpowered salesman.” He has built 
his career on finding the facts for adver- 
tisers and letting them do the “selling.” 
“That’s the way,” he says, “the sales di- 
vision of the Bureau of Advertising will 
be run.” 
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Navy Puts Over 
Supply Miracles 
fo Crush Japan 


(Continued from Page 1) 

for the bases which would enable 
us to hit the enemy where it really 
counted. As the European war 
folds up, we have finally achieved 
these jumping off points in the Pa- 
cific, but we must now arm and 
assemble, at a point 10,000 miles 
from home, the armies and fleets 
which will take the war into the 
enemy’s homeland. 

No one can hazard a guess how 
long the fighting must continue 
before Japan is crushed. The men 
who are best informed know, how- 
ever, that we can overcome the 
vast distances of the Pacific only 
if our shipping is kept in repair, 
and our supply lines remain filled 
with the sinews of war. 

During three and one-half years 
of fighting distance and the Jap, 


our supply organizations have dis- 
covered tremendous shortcuts in 
the handling and distribution of 
goods. Starting with the “know 
how” of American industry, and 
adding a few notions of their own, 
the Navy has built a supply or- 
ganization which not even our 
own national leaders, let alone 
the enemy, would have dreamed 
of on that fatal day of Dec. 7, 1941. 


May Affect Industry 


During a necessarily concen- 
trated visit to this important base, 
and the forward areas, this Wash- 
ingtonian, and others in our party, 
have been deeply impressed with 
the implications that this supply 
organization, and the innovations 
that have been necessary all along 
the line in fighting this war, may 
hold for American industry. 

As we have seen it, in tracing 
supply from San Francisco to its 
ultimate destination with the fleet, 
the Navy is a giant industrial or- 
ganization using all that is known 
about mass production and ma- 
terials handling to keep its task 
forces at the throat of the enemy. 

To beat Japan with the limited 
resources at its command, the 
Navy has initiated and sponsored 


y 


miracles in industrial organiza- 
tion. In construction and supply, 
it has crossed new horizons and 
encouraged thousands of young 
workers and administrators to ex- 
periment with time saving and 
labor saving ideas. 


Now Close to Japan 


Under Navy direction, Amer- 
ica’s industrial economy has been 
expanded from its sites on the 
mainland, so that its shops, as- 
sembly lines and warehouses span 
the oceans, and operate on a broad 
scale within 1,000 miles of Japan 
itself. 

At such points as Guam and 
Saipan, the enlisted men of the 
services are manning the very 
latest in machine tools, assembling 
and repairing the equipment which 
in a few hours will be carrying a 
blow against the enemy. Those 
who have seen the men and of- 
ficers of all services at work out 
here find it interesting to contem- 
plate what will happen if such en- 
ergy and imagination is turned to 
civilian activities. 

Significantly, the men who are 
performing the miracles here—the 
Seabees who move millions of tons 
of earth, the supply officers who 
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- state farm 


Kansas Farmer frequently are called 
upon to perform services “over and 
above the regular call of duty.” 


For instance, when Kansas State Col- 
lege had to abandon Farm and Home 
Week this spring because of wartime 
travel restrictions, after the entire 
program had been prepared, Kansas 
Farmer literally came to the rescue. 


Every speech on better farming and 
better living prepared for oral deliv- 
ery was edited by Raymond Gilkeson, 
editor, and printed almost in its en- 
tirety. The entire issue breathed Farm 
and Home Week from cover to cover. 


Thus the timely messages of all the 
scheduled speakers found a cordial 
welcome not only from those who had 


7th Annual 


FARM» HOME WEEh 


At Kansas State College 


papers like 


planned to attend but also from some 
100,000 others who subscribe to this 


publication. 


Necessarily incidents of this character 
but they do 
happen often enough to justify the 
that when there's an edi- 
torial job to be done of local state in- 
terest, Kansas Farmer can and does 


are not commonplace; 


statement 


fill the bill. 


Likely that’s why Kansas Farmer is 
second to none in reader interest in 


Kansas! 


CAPPER 


THANKS! 


from Milton S. Eisenhower 


President, Kansas State College. 


lege. However, 


appointment was 


“The rural people of Kansas were keenly 
disappointed this year by the cancellation of 
Farm and Home Week at Kansas State Col- 


a good share of this dis- 
overcome when the 


KANSAS FARMER carried most of the Farm 


ple of Kansas. 


and Home Week material in its March 3 
edition. This was a fine service to the peo- 


All of us at Kansas State 


College are deeply grateful.” 


KANSAS FARMER 


PUBLICATIONS, 


INC. 


Business Office — Topeka, Kansas 
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turn out fantastic tonnage of ma- 
terials and the flyers who move 
men and materials great distances 
in so little time—are not hampered 
by a dollar cost concept. Think- 
ing only in terms of getting a job 
done, they have developed a “can 
do” attitude which could result in 
some interesting changes when 
these men resume their place in 
the civilian economy. 


Serviceable Bases Built 


Everyone has heard of Seabee 
ingenuity, but you have to see it to 
appreciate it. The Marianas— 
Guam, Tinian and Saipan—furnish 
fine examples of what they can do. 
In the nine short months that the 
Stars and Stripes have been over 
these islands, Seabee energy has 
transformed them into livable 
highly serviceable bases, covered 
with roads, and laden with highly 
important military installations. 

From the air, each of these 
large, mountainous islands has the 
appearance of a well developed in- 
dustrial sub-division. Huge areas 
are mapped out in squares. Well 
paved roads buzz with traffic. Liv- 
ing conditions have been advanced 
so that most of the installations 
provide a reasonable amount of 
comfort for their staffs. 


Express Highways in Use 


Guam itself may be the prime 
example. This former U. S. base, 
which was lost to the Japanese in 
1941, was retaken in the same un- 
developed condition which ex- 
isted before the war. A _ plane 
circling over Guam today sees 
nearly 200 miles of well paved 
road, including impressive four 
lane express highways around and 
across the rough terrain. 

Anyone who wonders where the 
heavy construction machinery is 
going, and who is getting the rec- 
ord number of machine tools that 
have been built at home, need 
| only make a tour of these islands. 
|Everywhere Seabees are at work 
with bulldozers and every variety 
|of scraper and dirt moving equip- 
|ment. Machine shops are a prime 
|essential of almost all of the doz- 
lens of installations that have been 
setup. 


Machine Shops in Action 


| On our trip we saw machine 
shops at San Francisco and in 
|Hawaii that are built on truly ex- 
travagant scales. Other shops, 
|scaled to requirements, are found 
aboard ships, at airplane assem- 
| bling stations, aircraft repair sta- 
|tions, small boat overhauling sta- 
‘tions and similar installations in 
areas only short distances from 
\the fighting zones. 

Censorship limits the amount of 
| detail that can be recorded. It is 
unfortunate, for it is an achieve- 
ment that we might well advertise 
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to the Japanese themselves. jz, 
the question, “Don’t you hin. 
you’re batting in a league 
your class?” 

Here on Guam, where Co) pyrex 
once balked at a small harbc) jm_ 
provement project, the N: 
going ahead toward the con:'ryc. 
tion of harbor facilities whic), jj) 
some day make this island a ‘jjy), 
good anchorage for large fie¢, 
units. Elsewhere on the islo.id 
Japanese landing strip has hee; 
expanded far beyond its origina) 
proportions, so that it can ae. 
commodate hundreds of plane. 
which are shipped in from the 
United States and “degrensed 
preparatory for service with the 
fleet. 


Recapping Plant Busy 


Nearly 350 acres have been ge; 
aside for a storage area, to be coy- 
ered with construction equipmen: 
and replacement parts destined f, 
forward areas. Shops and ware- 
houses have been set up for equip- 
ment repair. A tire recapping 


plant, operated by enlisted per. 
sonnel, is handling all sizes o{ 
heavy duty rubber. A good sized 


supply depot has been built t 
store a hundred thousand items 
necessary to keep ships in fighting 
condition, and maintain the morak 
of the men of the fleet. 

Then there is CINCPAC, the 
advanced headquarters of Flee: 
Admiral Chester Nimitz—with it 
prefabricated working building 
and barracks, highly livable, an 
equipped to offer amazing facili- 
ties for press and radio. To top i 
all, Guam bases its share of B-29 
conducting daily assaults against 
the enemy’s homeland. 

The supply depot here is only ; 
small element in the tremendou 
organization that has been de- 
signed and equipped during th: 
past two years to maintain a Navy 
of unprecedented size at a pre- 
viously unheard of distance from 
home. 


Supplies Must Be Ready 


Removed as it is from the indus- 
trial machine which creates, as- 
sembles and ships its supplies, the 
requirements of the fleet must be 
anticipated months ahead, and de- 
| Spite limited storage facilities 
available in these recently ac- 
quired bases, the goods must be 
waiting when the ships steam i! 

We first ran into supply back i! 
San Francisco, where we toure 
the huge depot at Oakland, Cal 
Equipped to handle more busines: 
|than Montgomery Ward, Sears 
|Roebuck and J. C. Penney com- 
| bined, this assembly and _ storage 
| point handles nearly 250,000 items, 
|stacked on their shipping pallets 
|and awaiting the finger lifts and 
|other handling equipment which 
'will carry them down the paved 


us every hour of the day, every 


and can turn customers away. 


We offer a procedure that gives 


color Chromart Prints from the 


| Investigate! 


| Color Must be Good 


We are all highly critical of color because we see color all about 


photography sells. But second-rate color subconsciously offends 


| 

| of color photography reproduction. First, have Kodachromes 
made by your favorite color photographer. Second, order full 
| 


These fine prints show you what you will get on paper before 
you order plates and printing. We are expert in getting “all the 
good” out of Kodachromes. After approval, send these prints to 
your platemaker as artcopy instead of the Kodachromes, asking 
him to make plates that match the prints color-for-color. 


Nearly all platemakers can reproduce a print far more closely 
than a transparency. Chromart Prints are priced from $44. 


PHOTOCHROME 


846 N. Fairfax Avenue 


day of the year. Realistic color 


you greater control over quality 


Kodachromes you decide to use. 


Hollywood 46, Cal. 
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~yac ways to the cargo fleet. 

The depot is staffed, like every- 
hing else in the Navy, largely 
‘ reservists—civilians in uni- 
‘orn. Who are doing a job for the 
rv ces. The coffee roasting plant, 
for nstance, turning out enough 
round blend for 5,000,000 cups a 
day is headed by a top official of 
Wilxins coffee, 


Floating Bases Used 


A few weeks ago the Navy lifted 
the curtain from the real secret 
weapons of supply, the floating 
supply and repair bases which can 
follow the fleet to the most ad- 
vanced areas, functioning as a 
service station hundreds of miles 
ahead of our nearest land based 
jepots 


We were able to visit some of | 


these floating bases, and to get a 
icture of the scaie on which sup- 
olies are brought to the fleet, the 
entire operation taking place 
It is probably impossible to give 
xn adequate picture of the job 
that is done by the sea-going sup- 
ply fleet, consisting as it does of 
hundreds of vessels of all types, 
‘anging from sea-going tugs and 
arges, to large, thoroughly 
equipped machine-shop ships. 
This floating base has cut 
nonths from the war _ against 
Japan, enabling our fighting forces 
to remain in enemy waters many 
times as long as they could if they 
ad to rely on land based sup- 
ly. 


Started 15 Months Ago 


The floating base was first as- 
sembled about 15 months ago, 
hen it was realized that Japan 
ntended to retreat to its own 
waters, apparently out of cruis- 
ing range of our fleet. Starting in 
the Marshalls, the supply fleet, 
headed by an old World War I 
freighter flying the flag of Com- 
modore W. R. Carter, followed the 
fighting units on their westward 
swing, remaining only a short dis- 
tance behind the fighting areas. 
The roster includes repair ships 
and drydocks capable of restoring 
ll but the most complicated types 
' damages. Less exciting, but 
equally interesting, are the ugly 
nerete barges and store ships 
hich serve as floating ware- 
houses for the fleet. 

Here’s what front-line repair 
facilities mean in terms of the 
time required to beat Japan: We 
sited an aircraft carrier that had 
een repaired at a floating drydock. 
ithin a few hours’ flying time of 
the enemy. The carrier was ready 
for service again in less time than 
t would otherwise have taken to 


reach our major repair base in 
iawaii—if it had been able to 
ake the trip. 
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ACTICAL BUILD 


£. Van Buren Street, Chicago 5 


copy today. 


| lose -send me “How To Plan The Home You Want” 


The great bottleneck in the Pa- 
cific is shipping. Men who are 
planning this war would welcome 
reinforcements from Europe. But 
they ask, if you send us more air- 
craft and more men, are you going 
to send us more shipping to sup- 
ply them? 

From the point of view of ship- 
ping, the floating base does its 


|/part to make one ship do the job 
'of two. The ugly concrete floating 


barges, and the  unspectacular 
floating warehouses take off the 
supplies the Liberty ships bring 
to the fleet, allowing the freighters 


to start back home for a second 
trip. The stores are issued to the 
fleet at the concrete ships. 

We visited one of these ships, 
holding 5,000 tons of general ship 
supplies. Crews of fighting ships 
were aboard, requisitioning sup- 
plies and taking them away in 
small boats. This concrete ship 
handled about 6,000 items, and 
| turned over about 800 tons of sup- 
| plies a week. 


| Pacific ‘Supermarkets’ 


| Indicative of what must be an- 


that is in no position to pick up 
a telephone and place an order 
for quick delivery, are these fig- 


41 


| squadron, now on leave from A&P 
|in Pittsburgh, told me that he 
|}issued enough food to stock 500 


ures on the materials transferred | supermarkets. 


at sea for the Navy in the Oki- | 


nawa operation: Nearly 1,100 


freight cars of rope, wire, swabs | 


and other naval stores; millions 
of gallons of fuel oil; enough med- 
ical supplies to provide treatment 
for 60 days for every person in 
a city the size of Columbus; 75 
freight cars of health and comfort 


The repair ships, with their com- 
|pact machine shops, carpentry 
shops, foundries and other indus- 
| trial equipment, are able to handle 
about anything that needs to be 
|done. Possibly the most impres- 
| sive of the repair equipment in 
the forward areas is a sectional 


| floating drydock, based somewhere 


items — candy, cigarets, writing|in the Marianas, which had been 


paper and tooth paste. Lt. J. E. 


built in nine parts at four differ- 


| ticipated by a supply organization | Hirsh, provisions officer for the] ent cities back in the United 


Yes, there’s only one way to 
effectively cover Washing- 
ton’s 2nd Market (Tacoma- 
Pierce County) — a fact 
graphically demonstrated by 
the ‘‘density of coverage’’ 
percentages detailed at the 
right. The Tacoma News 
Tribune is undisputed leader 


in this rich market area. 


* 


And it’s a fact that you 
must cover Tacoma-Pierce 
County to do an effective 
job in Washington State. 
Remember this: more than 
70% of the State’s popula- 
tion, effective buying in- 
come, retail sales and indus- 
trial payroll is concentrated 
in Western Washington — 
and practically all of that 
70% is found in the Puget 


Sound region. 
* 


The Tacoma market and the 
Tacoma News Tribune are 
“must buys’’ in this area. 
For Western Washington is 
not covered unless Tacoma 
is covered, and Tacoma is 
not covered unless the Ta- 
coma News Tribune is on 


your newspaper list! 


The Dominant Influence in 


There's only one way to cover TACOMA- 
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The 2nd Tacoma The 2nd Tacoma 


paper delivers 51% paper delivers 47% 
The Seattle morning The Seattle morning 
paper delivers 10% paper delivers 8% 
The Ist Seattle even- The Ist Seattle even 
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The 2nd Tacoma 
paper delivers 35% 


The Seattle morning 
paper delivers 9% 


The Ist Seattle even- 
ing paper delivers 5% 


Figures based on ABC Audit Report for 12 months ending 
March 31, 1944 and latest Bureau of Census population estimates. 
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States. Parts of the dock were|On Saipan, for instance, B-29]on an unbelievable road. Thanks TT 
sailed from the East Coast, others|maintenance crews needed better| to the Seabees our party went up - bey 6 i) ; : 7 Bor 
from the West Coast. The entire|crew stands to get at the motors| that pile of volcanic ash in com- > 7 , Fy uh 
device, capable of holding al-|of the huge planes. They have! parative comfort. ALG / L QI\CTIL g AD Net 
most any ship in the fleet, was|set up an assembly line in an Will the men who are perform- SS Cf” 
assembled in an advanced area in}old Jap hangar there, and using| ing these miracles be satisfied with , — ‘ Pla: 
53 days of unending work. It is|salvaged Jap rails, wheels from|the limitations that they knew ae : 
this dock, incidentally, that} wrecked amphibious tanks, and|in business before the war? From Phere em H. Motley, Crowell-Collier’s he & publisher of the New 
handled the carrier mentioned|left-over floor beams from Quon-| what our party has seen here, it sanrsirbreeats Magazine, changes over from chairman of the magazines 1en CO 
above. set huts, they are turning out|would be wise for business men| division of the Greater New York Fund, which he headed }ast oe @ 
New Testis Adented four of those 6,100-pound struc-|who are planning ahead to con-| year, to direct the professional section for the 1945 campaign. . . an 
wi “ae ;, tures each week. sider this factor and decide for BBDO, New York, is champ of the bowling league of 14 teans FB \ meri 
is resourcefulness is typica ee ‘ themselves where it fits into their| composed of ad agency personnel. Its No. 1 team, made up of Aldo hen 
of the tactics that are enabling mneEnen: Ave Depatved problems. ; Casi, artist; Carmen Meola, production; Harry Payne, art director: ~ 
us to maintain the colorful fight- Since the job involves nearly In a subsequent article I ex- Augie Schnitzler, art division; Pete Touart, industrial co is ~e 
ing admirals in areas where they|350 welds, it was natural that|pect to discuss the Navy’s public} 34g Geor ee at bela’ ed ian tenes By head; Oehu 
can make news and history. The!| the men in charge should think of | relations policies and the machin- ge A ee lvision, copped the bowling trophy will 
unsung hero who thought up the|using an assembly line technique.|ery for bringing information to| ®24 $75 prize with a a 
idea of cutting small landing craft | Right on their own base, they had|men in service. A third article| 777 average for the netw 
in half and inserting a center sec-|an example in their engine shops,| will discuss what is ahead in the| season. Ensign John $0 000 
tion at Pearl Harbor, is enabling|for Air Forces enlisted men are|Pacific, and what publishers and| D. Kerr, USNR, son sti 
us to carry heavier equipment to| modifying or restoring the power-| advertisers can do to make things! of the late Duncan J. a tor 
the beaches. Someone else de-/|ful bomber engines on an assembly | easier for the men who serve for| Kerr, former pres. of — 
cided to fly a surviving officer of|line basis. More than 650 engines |long months—and years—on ship-| jhe . okt h Valle voy 
a damaged destroyer to San Fran-|had already been handled in the| board or isolated atolls. gh y pO I 
cisco. The result is that when the|short time B-29s have been en- so re _ mtg ta _ 
ship pulled in at the Bethlehem | gaged in large scale activity. . | ev or a 
yard three weeks later, replace-| Iwo Jima is a monument to Joins Paul Klemtner have announced their witck 
ment parts were waiting, and a| American courage, but when we Samuel Wieder, for the past 10; engagement... Fred- B+: 
fighting ship was back at sea in| visited it on D-Day plus 68 it was| years medical and scientific writer| erick C. Rebstock, ad be 
a fraction of the time that would| becoming an example of Ameri-|for Lederle Laboratories, New| mgr. of the Daily oh 
otherwise have been rquired. can energy. Mount Suribachi,} York, has joined the copy staff of Journal. Elizabeth. N a 
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typical of this Pacific operation.|ture was made, is now reached | ethical marketing agency. a announced the = 
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EXPLAIN ReconversionTO HER | | 7AS\ 


She produces income for farmers and pack- 
ing plant workers in peacetime as well as war. 


For her, “Reconversion” simply 


Likewise with cattle, dairy products, crops. 


on leave of absence 
from his editorial di- 
rector duties with 


in war zones. 


Left to right, Ens. Thomas D'A 
Brophy Jr.; Thomas D'A Brophy, president, Kenyon 
& Eckhardt, and public relations chairman of the 


Ger 


4 Macfadden’s Photo- war fund; Byron Shimp, director, Minnesota War Join: 
an . ” play to serve a tour Fund; Ens. Sanderson, and Miss Florence Lehman, 
of duty aboard a publicity director, Minnesota War Fund. Gel 
troop transport bound gg 
| for an island staging area. Fred, a lieut. in the U. S. Coast Guard aia 
| Temporary Reserve, will be a member of the first unit of the CGTR Corp 
to see such action in the Pacific. . . nt t 
Frank K. Runyan, pres. of the Western Merchandise Mart, San lent. 


doesn’t exist. 


Demand is continuous. Income is stable. And 


postwar Reconversion is a problem Nebraskans 
and southwest Iowans will merely read about 


in their favorite newspaper. 


other family 
this one great 


That paper is the Omaha World-Herald. One 
of America’s top seven newspapers in state- 
wide circulation, the World-Herald has influen- 
tial coverage in 563 principal cities and towns. 


You ean reach over 205,000 families—every 


throughout 103 counties—with 
newspaper! 


Francisco, and George W. Fitch, managing dir. of the Retail Fur- 
niture Ass’n of California, were hosts at a luncheon in honor of 
Louis Goodenough, ed. of Retailing Home Furnishings, who warned 
against over-optimism about huge postwar market opportunities. . . 
Glenn L. Martin, pres. of the aircraft company which bears his 
name, was presented with the honorary degree, Doctor of Engi- 
neering, in ceremonies held April 22 at the Case School of Applied 
Science, Cleveland. . . James Brown, ad. mgr. of the Schenectady 
Gazette and recently installed as pres. of the city’s adclub, has 
taken over another office; he’s chaplain of the Schenectady council, 


United Commercial Travelers. . . 


Community Chests and Councils, Inc., has adopted as a national 
symbol the style of red feather designed for the Indianapolis Com- 


munity Fund last year 
by Wilbur Meese, a 
member of the adv. 
art staff of Eli Lilly 
& Co., in cooperation 
with Maxwell Droke, 
direct mail expert 
who has acted as pub. 
relations adviser for 
the fund for 17 years. 

After nearly three 
years’ active duty 
with the Army, Maj. 
Robert Keith Leavitt 
has returned to his 
independent advertis- 
ing counseling in 
Scarsdale, N. Y. Maj. 
Leavitt was one-time 
sec’y -treas. of the 
ANA, and for 11 
years an acc’t exec. 
with various New 
York agencies. . . Uni- 
versal Pictures’ ad & 
publicity director, 


ON THE BRIDGE—Comdr. W. H. Ferguson, skip- 

per of the U.S. S. Hampton, new-type attack trans- 

port, and Leonard K. Nicholson, president of the 

New Orleans Times-Picayune, discuss a matter of 

navigation. The Hampton was built at the Ingalls 
shipyard, Pascagoula, Miss. 


Maurice Bergman, '|5 
new chairman of ie 
public relations . 
of the War Activities 
Comm. of the Motion 
Picture Indus! 
These two jobs plus his two avocations—music & chess (he’s a 
rector of the Manhattan Chess Club)—keep his time well filled 
Bob King, publicity head of Doherty, Clifford & Shenfield, wh 
| handles Bristol-Myers’ weekly “Mr. District Attorney,” figu 
| unexpectedly in the May 2 broadcast. Jerry Devine, who wT! 
| and directs the program, chose Bob’s name for the press agent 
the “Case of the Unhappy Press Agent,” who during the shov 
murdered. Another character is Gag Writer Kenny Lyons, \ 
in real life is writer of “Two on a Clew, Boston Blackie.” . . Frie 
of Michael Hugh Wren just won’t let him forget that 25th annl\ 
sary with the New Haven Journal-Courier which this column 

ported recently. More than 400 people—New York space buyers 

agency men, and newspaper men from all over the count! 
toasted Mickey, who’s been ad mgr. of the paper since 1927, ‘ 
meeting on April 30 of the New Haven Ad Club of which he 

president back in ’27-’28. A special edition of the paper, with 

tire front page given over to Mickey’s activities, was distrib’ YE 
during the luncheon... 


maha 


WORLD-HERALD 


QWHERS AND OPERATORS OF RADIO STATION KOWH | 


National Representatives, O'Mara & Ormsbee, Inc. | 


New York, Chicego, Detroit, Los Angeles, San Francisco 


Net Paid Circulation, April 1945 Average—Daily 206,340, Sunday 208,882 
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oe to Double 
Network Budget: 
Plans 2nd Show 


New York, May 17.—The Bor- 
jen Company is planning to put a 
new show in the 8:30 p.m., EWT, 
spot on the Blue Network of 
American Broadcasting Company 
when it switches the Jerry Wayne 
show from the Blue to CBS, Fri- 
day, 7:30 p.m., EWT, on July 6. 

Thus, Borden for the first time 
will sponsor two _ coast-to-coast 
network shows, with combined 
time and talent costs estimated at 
$2,000,000. 

Stuart Peabody, advertising di- 
rector, said he did not know which 
show would be placed in the Blue 
pot, nor which agency would han- 
ile it. He denied reports that the 
uk of Borden radio would be 
witched from Young & Rubicam 
i) Doherty, Clifford & Shenfield. 

Y&R, he emphasized, will con- 
tinue to handle the Jerry Wayne 
show on CBS. Doherty, Clifford 
& Shenfield, along with several 
ther agencies, have submitted 
shows for the Blue spot. DC&S 
ow handles H. V. Kaltenborn, 
ommentator, for Reed’s ice cream 
f Pioneer Ice Cream ‘division of 
Borden over WEAF three nights a 
yeek, for the New York metro- 
politan district only. 


Gerald Smith 
Joins American Home 


Gerald Smith, recently resigned 
s vice-president of Gelatin Prod- 
icts Corporation, Detroit, has 
jined American Home Products 
Corporation, New York, as assist- 
nt to the executive vice-presi- 
ient. 


OAI Elects V.P.s 


Outdoor Advertising 
ated, New York, has elected H. M. 
Mortimer of New York; J. D. Sims, 
ead of the Houston office, and 


C. H. Uffelman, in charge of in- 
lustry 


ents. 


relations, as  vice-presi- 


ELAINE BASSETT 
A No. 1 Eye*Catcher 


i" 


ingly 


tter how good the planning or copy, 
ads will not ring the bell without 
utstanding, eye-catching illustration. 
the first hurdle every ad has got to 
tch the eye quickly and convinc- 


ture is the very heart-beat of every 
And, good pictures with merchan- 

villine te pay the price. 
E*CATCHER subscribers have no 
ible. They have at their finger tips 
000 subjects to play with in addition 


new, timely, seasonal stopper-pix 
them fresh out of our cameras 
th 

ATCHERS brings you a monthly 

of high class dignified promotion 
jual to any you see anywhere—at 


ndous saving in cost; a genuine war 
nomy. 

proofs and details of unique EYE* 
LER, money saving subscription 
request. No obligations. Write now! 


CATCHERS, Inc. 


i0 E. 38th St. 
New York 16 


EYE 


Incorpo- | 


3 Agencies, 7 Stations 
Win CCNY Merit Awards 


Three advertising agencies, seven 
radio stations, CBS for “Let’s Pre- 
tend,” sponsored by Cream of 
Wheat Corporation, and the Fred- 
eric W. Ziv Company, transcrip- 
tion producer, won the national 
awards of merit for outstanding 
skill and craftsmanship in the ef- 
fective creation of radio programs 
and promotion plans for 1944, 
given by the City College of New 
York. The winning exhibits will 
be on display May 22-23 at the 


college’s conference on radio and}! 
business. 
Winning agencies are N. W.| 
Ayer & Son for “Report to the| 
Nation,” formerly sponsored on| 
CBS by Electric Companies Ad-| 
vertising Program (now heard for 
Continental Can Company through 
Batten, Barton, Durstine & Os- 
born); Arthur Kudner, Inc., for 
“General Motors Symphony of the 
Air” on NBC, and Hillman-Shane- 
Breyer for “This Is My Story.” 
Stations winning awards _are 
KIRO, Seattle; WDWS, Cham- 


paign, Ill.; WEEI, Boston; WHCU, 


Ithaca, N. Y.; WJR, Detroit; 
WOWO, Ft. Wayne, and WLW, 
Cincinnati. 


Names Ralph Harris 

Budge-Wood Service, Inc., hand 
laundry, New York, has appointed 
Ralph Harris, New York agency, 
to handle advertising. 


‘Sun’ Price Up 

The Chicago Sun has increased 
the price of its Sunday edition 
from 10 to 12 cents in Chicago and 
suburbs. 


Penfield Joins ‘Grit’ 


| Thomas Penfield, formerly with 
| Western Printing & Lithographing 
| Company, Racine, Wis., has joined 
the national advertising depart- 
ment of Grit, Williamsport, Pa. 


Roeser Forms Agency 


Joseph M. Roeser, formerly with 
Jones Frankel Company, Chicago, 
has formed his own advertising 
agency, Roeser Advertising Com- 
pany, with offices located at 22 W. 
Monroe St., Chicago. 


t are hard to find even if you are | 


111,00 


aA 


METROPOLITAN 
POPULATION 


Air-minded Rockford uses the fastest means 
of transportation... Air Express...to main- 
tain its record breaking volume of retail 
sales and manufacturing operations 


¢ 377,854 


pil be TET TTL) 


%. 


_ ROCKFORD MORNING STAR .. 


A.B.C. CITY AND 
RETAIL TRADING ZONE 
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ROCKFORD Leads in 
Air Express Shipments 
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Don’t overlook 


The American Girl... 


‘a 


she’s tomorrow’s 
American woman! 


From teen-age miss to major 
market is sometimes only a step 
.. So far sighted advertisers use 
THE AMERICAN GIRL to tell the 
Miss what they want the Mrs. 
to remember. They know that 
selling to women while they're 
young is practical, permanertt, 


and a lot less expensive! 


800,000* readers say —""Grow along with us!”’... 


PUBLISHED BY THE GIRL SCOUTS, 155 E. 44th St., N.Y. 17 ¢ 


* Based on readership survey tabulated by I, B. M, 


$810 per page... 22 
MEMBER OF THE YOUTH GROUP 


“Pathfinder’ Film 
Points Up Worth 


of ‘Home Town’ 


Chicago, May 15.—The small 
town market, consisting of towns 
with a population of 25,000 and 
under, accounting for 50,000,000 of 
the national total, is promoted in 
a new sound movie by Pathfinder 
magazine, which is showing the 
picture to luncheon groups in New 
York, Chicago, Detroit, Cleveland, 
Philadelphia and other advertis- 
ing centers. Two hundred and fifty 
saw it at the Hotel Sherman here 
today. 

The film, “Home Town, U.S.A.,” 
was produced by R.K.O.-Pathe 
News, and presents the story of 
Medina, O., a town of 4,500 in 
northern Ohio. With the coop- 
eration of the retail merchants of 
the town and other business men, 
complete merchandising informa- 
tion regarding the movement of 
branded and unbranded products, 
covering a six-month period, was 
prepared. Details regarding prod- 
uct classifications are now being 
offered to advertisers and agencies. 

As part of its promotion, Path- 
finder is now publishing “Main 
Street Merchant,” an idea bulle- 
tin offering business-getting ideas 
to retailers, 200,000 of whom are 
receiving the publication. Re- 
sponse reported by the magazine 
has been heavy. 


Best Names Lewis 


manufacturer of sound and repro- 
ducing equipment, has appointed 
Lewis Advertising Agency of that 
city to handle a forthcoming busi- 
ness paper campaign. 


Distributes for Carr 


Carr & Co., Carlisle, England, 
has appointed John Stuart Sales, 
Toronto, to distribute Carr’s 
English biscuits in Manitoba, Sas- 
katchewan and Alberta. 


AT FILM SHOWING—Graham Patterson, publisher of Pathfinder and Farm 

Journal, presented his new film “Home Town, U. S. A." in Detroit, where 

sales and advertising executives viewed the picture at a luncheon May |0. 

Left to right above are Forest Akers, vice-president of Dodge; Mr. Patterson: 

W. E. Holler, vice-president of Chevrolet, and George Slocum, publisher of 
Automotive News. 


‘Meredith Promotes 


Frank Furbush, formerly acting 
director of research of Meredith 
Publishing Company, Des Moines, 
Ia., has been appointed special as- 
sistant to the president, Fred 
Bohen. 


Names Sackheim 


Select Distributors, Chicago, has | 
appointed Ben Sackheim, Inc., 
New York, to handle advertising 
of Stopettes, new deodorant pads. 
Newspapers and trade magazines 


| are scheduled. 
Best Mfg. Company, Newark | 


|G-F Appoints Chase 


Public Relations Head 


W. Howard Chase, director of | 


| 
——— | 
| 


|the department of public services | 


for General Mills, Inc., Minne-| 
apolis, has been appointed director | 
of public relations by General | 
Foods Corporation, New York,| 
effective June 1. | 

Before joining General Mills 


| 
several years ago, Mr. Chase was! 


a 


an associate editor of the Whaley- 
Eaton News Service in Wash ing- 
ton, and assistant to the presiden; 
of the American Retail Feder: ation 
For three years, he was an editoria| 
writer for the Des Moines Register 
& Tribune. Edwin B. Dooley, di- 
rector of public information fo; 
G-F, will be associated with M) 
Chase in the public relations de- 
partment. 
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Five programs total 99 years 


YPICAL of the brand of radio favored 
by Midwest listeners are five KMOX 


on The Voice of St. Louis” 


...and they're going strong 


yANE PORTER'S MAGIC KITCHEN, among the earlic-! 


established radio kitchens —for 13 year- 


programs with a combined total of 55 


years of broadcasting: 


OZARK VARIETIES, starring the KMOX National 


¢ Hillbilly Champions, now in its tenth year! 


FRANCE LAUX SPORTS GALLERY, featuring one of 


\merica’s top sports authorities, just as pop- 


ular after 1/6 years on KMOX! 


THE BEN FELD SHOW, with Musical Director Ben 
Feld and the KMOX Orchestra, eight years 


of good listening ! 


OLD-FASHIONED BARN DANCE, weekly full hour of 


familiar tunes and homespun humor, still 


packs ‘em in after eight years ! 


VIC 


My 


COLUMBIA OWNED 
50,000 watts 


housewife magnet. 

That report card is a sharp picture 
I, MOX-dominance with Midwest listene:- 
\dvertisers naturally show their pre! 
ence by continuing sponsorship. Oz 
Varieties has had the same advertiser ! 
- France Laux nine...The | 
Feld Show and Old-Fashioned Ba 


Dance each have chalked-up eight ye 


fen years.. 


while Magic Kitchen has a renewal rec: 
that any program may well envy. 

We have available a few progra 
built by KMOX that travel in the sa 
company of listener and sales app 
Whether you intend crossing our p: 
with a contract now or at some later d 
doesn't matter. But seeing us or Ra 


Sales...today...is important! 
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Eversharp, Inc., has been work- | 


ng on a new pen that takes a 


glier of compressed paste dye in- | 


stead of ink and needs to be 
jaded about once every eight 
months. Said to write as smoothly 
as a pencil and to make markings 
resembling indelible ink, the “pen” 
is already in working ‘order, but 
Fve sharp doesn’t expect to be 
ready to say anything officially 
about it for another two months. 

AM, the Philadelphia daily 
newsmagazine, has already cost its 
packers in the neighborhood of 
340,000, it is said. Just who the 
‘angel” is has not been revealed 
by Jacob A. Lazar, publisher of 
the paper, but he refers to him as 
“my boss.” 

ae * co 

Freshly-discharged World War 
Il vets are exhibiting so great a 
dislike of anything that reminds 
them of military service that many 
sales Managers are giving serious 
thought to revising their plans for 
sales training courses and sales 
contests. 

Whereas military terminology 
had become widespread in sales 
usage during the war, many sales 
managers think the time may have 
come to throw overboard all the 
material that talks in terms of 
military rank and military objec- 
tives, and develop sales material 
which has no relation to activities 
that bring up feelings of distaste 
in veterans. 

This situation will probably 
wash out in a few years, but dur- 
ing the next two or three years 
the sales manager who attempts to 
rganize training and_ contests 
along military lines may find a 
serious psychological hurdle _ to 
overcome. Most of the G.I.s want 
least of all to be reminded of mili- 
tary discipline and terminology 
when they are released. 

SS * * 

Clark F. White, president of 
Southern California Associated 
Newspapers, is still campaigning 
vigorously against inclusion in na- 
tional advertising of lists of deal- 
ers far beyond the normal trading 
area of the metropolitan papers in 
which the ad appears. He insists 
that practically enough space can 
be saved by holding dealer lists 
down to reasonable areas to enable 
the advertising to be repeated in 
the smaller papers located in the 
communities where the dealers 
actually get their business. 

* + * 

Due to military demands and 
the fact that the entire industry 
has not yet been organized to pro- 
vide funds, the National Peanut 
Council, Atlanta, probably will 
not start consumer and trade ad- 
ertising until harvesting of the 
1946-47 crop. 

_ Meanwhile, research and pub- 
icity efforts have been expanded 
this year, with J. Walter Thomp- 
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Worth. The farm value of the| [TP] Names Gorie Ottawa Club Elects 


' O 3 jy Oo is eee 1944 peanut crop that was picked | “ winiam J. Gorie, Detroit branch| Charles Ev ans, manager of 
P {LUC KO. itIwes 5 and threshed was $188,000,000. manager of International Printing | Bright’s Wines, Ottawa, Ont., has 


\Ink division of Interchemical Cor- | | been elected president of the Ad- 
S sos 5 ation, New York. has been ap- | vertising and Sales Club of Ottawa. 
quirt in Canada pora ; —— : 
son Company as counsel, and pre- Squirt Company of Canada, Ltd., 7 ee, Seen sae oa ottowrs aenine ware pr) 
liminary advertising copy has been|has been formed with headquar- eS ed op Be ccange oh phy aes Pree yan Pres pee! Ree 
shown to growers and shellers.|ters in Toronto, at 137 Wellington who has retired after yee | vice-president, and Joe Lafraboise, 


Peanut oil, it was said, has been|St. West. Bottlers are being ap- that position. Ottawa Dairy, secretary-treasurer. 
found to be a satisfactory carrier | pointed through out the Dominion . . 
for penicillin, and “a really sat-|and distribution is practically | Scarf Account to Hicks United Elects Johnston 


isfactory peanut cake, suitable for|complete. Sanford M. Treat is} C-J Scarf Novelty Company, Eric Johnston, president of the 
processing into use for human|president of the company and|New York, has placed its adver- | United States Chamber of Com- 
food,” has been developed by the|Davis & Beaven, Los Angeles, is|tising with Hicks Advertising | merce, has been elected a director 
Trader’s Oil Mill Company, Fort | advertising counsel. Agency, New York. of United Air Lines. 


INFLUENCE / 
MARKET-WIDE INFLUENCE! THATS ALL 


HE TALKS ABOUT SINCE HE STUDIED THE 
OREGONMIANS COVERAGE / 


Drawing a ring around bee-hive Portland and saying, “This is it—this IS the Oregon 


market!” ... is a fine tribute to our metropolis, but statistically, it just isn’t so. - 


Circle all of Oregon and seven rich counties of Washington and then say, ‘““THIS 
is the Oregon market!”—and you'll be sales-record correct. 


Nobody can “fence in” the Oregon market—it started in Portland, then grew 
up and down our fertile valleys, and the Oregonian has grown right along with 
it. Today, with scores of thousands of new citizens being absorbed into farming, 

dairying, lumbering and into our industrial plants, the Oregon market follows 


a familiar pattern—it keeps growing in every direction and every section. 


Today, too, the Oregonian follows its pattern of earning its place as part of the 
daily life of the region. Its circulation (the largest daily and Sunday in the 


area) is kept in proper balance to cover the entire Oregon Market. 


“If you aren't in The Oregonian, 


you aren't in the Oregon market.” 


Che Oregonian 


PORTLAND, OREGON 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


7 sisi Pe oe - ; j 
; ' ~s 
. : 
¢ 
. ——— ia 
Pie | S))— Vi . Rg 
y a: Ve ; ° = = 
age | er \e= \ ¥ y w " 7 
| \. \ 7m 
———. of) — — Pe os 
ee .\ an \ iif. - 
| pn } ; rs : ; 
Ge SS oN ‘. i a: ee 
( 7 S a 
Fa S << ' ~~. a 
Q ~ 7 
| = \ 
| * > : 
4 = 
% fi \) , 
% ~ , | 4 | bY, 
Be \g “die: : , ‘ 
a : Vy re + ", 
& ~ . il 
f | hs 
| a 
——— S 
@ 
ee F 
= ee | 
‘ THe | 
ba OREGON “4QKe, : 
ove 7 All of Oregon and 7 ©OUNtie. 
| a a / wate Met 
. +7 4 Million Person, 
: a nll 4 
h ee 2 ee C;. fon ™ 7 
¥ Marke 
i | ca > p2 ; 


‘Gabi Age’ May Bring 


$3 Billion Ad Volume 


Borden Cites Postwar 
Trends Likely to Aid 
Record Volume 


Chicago, May 17.—The “golden 
age’ which advertising may enter 
after V-J Day will be marked by 
unprecedented heights in adver- 
tising volume, as well as unprece- 
dented heights in peacetime na- 
tional income, employment and 
retail sales. 

A “conservative estimate” of 
three billion dollars annually for 
advertising expenditures postwar 
—provided no major upheaval 
takes place in the economy—was 
forecast by Prof. Neil H. Borden 
of Harvard University in a sig- 
nificant paper read before the 
Newspaper Advertising Executives 
Association in Chicago in January. 


Exceeds 1929 Peak 


Mr. Borden based this predic- 
tion on the assumption that the 
postwar economy would involve 
an annual national income of $120 
billion, and on the further as- 
sumption that 24%% of that total 
would be spent for advertising of 
all kinds. This figures out at an 
even $3 billion, some 32% higher 
than the total of $2,270,000,000 for 
1944 estimated by L. D. H. Weld 
of McCann-Erickson for Printers’ 
Ink, and more than 15% higher 
than the Weld all-time high esti- 
mate, for 1929, of $2,600,000,000. 

In exploring the postwar adver- 
tising field for the NAEA, Prof. 
Borden, author of “The Economic 
Effects of Advertising,” 


chandise is the life blood of the 
advertising industry. It carries 
relatively large margins, and com- 
petition is carried on in a consid- 


|erable degree through advertising. 


| products will be seeking to estab- | 


| 


| 
| 


Moreover, since many of these 
lish themselves in the market, 
their advertising and promotional 
expenditures will tend to be a 
relatively large percentage of sales 
as compared with well-established 
products.” 


New Products to Aid 


3. Durable goods, such as auto- 
motive, electrical appliances, hous- 
ing, home furnishings, etc., all 
have a large deferred demand and 
offer the most dramatic oppor- 
tunities for new product develop- 
ment. They ‘clearly 
media the greatest opportunity to 
increase advertising, relative to 
present volume,” but they “cannot 
be relied upon alone to bring ex- 
pansion,” since normally this class 
accounts for perhaps less than 
one-fifth of all advertising. 

4. Although the non - durable 
consumer goods field will per- 
haps not be so spectacular as the 
durables, there is reason to be- 


lieve that the great bulk of the/| 


| increase in expenditures will come 


pointed | 


out that it was necessary to make | 
some basic assumption as to the} : . ; 
P relatively heavy expenditures.” 


size and character of the postwar 
economy. Rejecting the likeli- 
hood of a collapse, and assuming 
the continued operation of an ag- 
gressive “free enterprise” econ- 
omy, Prof. Borden pointed out 
that estimates of postwar income 
range from $100 billion or even 
less, to “optimistic, wishful fig- 
ures” approaching $175 billion. 


Warns of Government Control 


from promotion of products of this 
kind, as well as greatly increased 
promotion of various services, 
such as travel and 


in these fields to relate advertis- 
ing expenditures to demand, in- 
creased sales will mean larger ex- 
penditures. Also, there will 
wide introduction of new products 
in these classifications, undoubt- 
edly backed by “campaigns of 


Aggressive Selling Needed 


5. There is a feeling of urgency | 


| among business men to reestablish 


| 


| 


| 
| 
| 


themselves firmly in their mar- 
kets, which will lead to relatively 
early launching of advertising. 
There is also ‘a widespread ap- 
preciation of the fact that if we 
are to attain an economy of rela- 
tively full employment there must 


“I am going to assume,” he said, | P& aggressive and skillful selling 


“that we shall have a national 
income of $120 billion after con- 
version. I name a figure some 
may consider high. I do so 
visedly. If we fall far below this 
figure, I fear that the resulting 
unemployment will bring political 
pressure for more and more gov- 
ernmental control of our economy. 
. . Advertising has been essentially 
the tool of aggressive enterprise. 


| 


| 


ad- | 


If aggressive enterprise should be | 


materially weakened or cease to 
be characteristic of our economy 

. then we could expect adver- 
tising to play a smaller role than 
it has in the past.” 

Prof. Borden pointed out that in 
the past, advertising has repre- 
sented an amount ranging from 
about 112% to something over 3% 
of the total national 
that it is entirely possible that in 
the postwar years it will “approach 
the 3% we might term normal.” 
On an economy of $120 billion, a 
3% expenditure for advertising 
would equal $3,600,000,000. 


Favorable Trends Seen 


Here are the postwar trends 
which Prof. Borden believes will 
induce liberal advertising: 

1. “It is the habit of American 
business to be liberal in promo- 
tional expenditure on an expand- 
ing market. . . The economic cli- 
mate following the conversion will 
be one of expansion as businesses 
get peacetime production and mar- 
keting plans under way. . Since 
it is the habit of business gener- 
ally to base promotional expendi- 
tures on a percentage of expected 
demand, the advertising expendi- 
tures will certainly be as large if 
we make quick and vigorous con- 
version. 

2. “We may expect 
advertising expenditure 


Cause tne 


conslaer- 
be- 
] 7 } + > 
plans of business almost 
nvariably include, in 
lished products, 
he promotion of new and differ- 
entiated merchandise 


1 of estab 


P li¢ . + 
addition to 


| 
| 


income, and) 


by American business.”’ 


But while all these factors point | 


to a marked expansion of adver- 


offer  to| 


be | 


Golden Age... 


AbDVERTISING AGE believes 


that the great economic 
problems of the postwar 


period will be to sell the 


goods and = services which 
our enormous industrial 


plant is equipped to turn 
out . that profitable ad- 
vertising and merchandis- 
ing are the master keys to 
postwar prosperity ... and 
that therefore the years 
that lie ahead may be the 
“golden of advertis- 
ing.” In a series of articles, 
of which this is the second, 
we present a preview of 
some of the opportunities 
and problems facing adver- 
tising. and some of the steps 
which advertisers and ad- 
vertising media will take to 
meet them. 


age 


tising, Prof. Borden 
that there 
ing factors 
given 


points out 
are a number of limit- 
which must also be 
serious consideration. 
Forecasts Price Battles 
Wide acceptance of the view- 
point that p must be kept 
under control until supplies catch 
up with demand, plus the desira- 
bility of keeping prices down to 
encourage widespread buying 
necessary to build volume, plus 
the development of new products 
and the entry of new manufactur- 
ers in all fields, indicates that 


there will be plenty of price com- 


rices 


| Prof. Borden’s Estimates for 1935 


recreation. | 
|Since it is a widespread practice | 


‘ = 


= 


A 
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How a $3,000,000,000 Annual Advertising Expenditure §pon 
| Might Be Broken Down 


Possible 194x Breakd: If 
Total is $3,000,000. Scle 


| Estimates for 1944 are applied are applied escrve 
% of % of g for 
Amount Total Amount Total Amount Amo a 90-E 
Bio Bee $519,000,000 30.5 $645,000,000 28 $915,000,000 $840,000,109 Store § 
| Periodicals, total .............. 200,000,000 11.8 404,000,000; 18 354,000,000 540,000. 009: M1944. | 
| General magazines .......... 120,811,000* 285,000,000 13 213,816,000* 390,000,099 ales tc 
| National farm magazines..... 5,565,000* 26,000,000¢ 1 9,841,000* 30,000,000; ent st 
| Trade and business papers... 43,241,000* 93,000,000 4 76,464,000* 120,000.99 Far 
Other periodicals .....5....5: en lll es re ae 53,808,000* ces. put ovu 
SE MNOS cg 55 ghavs-gs % same ie exhale 105,000,000 6.2 400,000,000 18 186,000,000 540,000,000 this re 
eS . | WEP rer rere eee oo J. <i ree 141,360,000* - onth 
oh. | RR Ae eee eee So Geagee if ewes 44,640,000* ae ere 
Signs and advertising novelties. 74,000,000 Se <5eeeas ne 132,000,000 ee ad 
| Outdoor advertising total....... 38,000,000 2.2 70,000,000 3 66,000,000 90,000,000 tores 
Poster panels, painted and pol 
electric display space...... aaa” aw eee 60,720,000* ang second 
| Printing and lithography..... FU ill oa arr 5,280,000* “e who 
| Transportation advertising, total 13,500,000 | ES ares 24,000,000 a 
nme rOu etree eee ee rere 21,336,000* early 
Printing and lithography..... Ce Oe eS ois a 2,664,000* oe ch oO 
Direct advertising, total........ 500,000,000 29.4 300,000,000 13 882,000,000 390,000,000 catior 
| Be ae er ee ae eee oan ——t—tCh hw ue 153,468,000* — ales 1 
Duplicating, addressing, each 
mailing services, etc........ ee” Ree 15,435,000* hange 
Printing and lithography..... re 435,708,000* er B 
Consumer and dealer litera- | 
ture, labels, display material, 

Me ad its xia. ka das eeu Pore i dates 277,830,000* Fred 
MoGien plotures ..........655.. 5,000,000 re eee 9,000,000 arch 
Artwork, plates, other mechan- ays tl 

et err 75,000,000 ie We Manes 132,000,000 anes 0 to § 
Billed through agencies....... NS oP 56,364,000* wes sales ii 
Not billed through agencies... 43,000,000" = = — ........ 75,636,000" port 
Advertising department g Ore 
Te re eee 170,000,000 nee SA 300,000,000 er g, of 
RO OP CT ER Tea ee 451,000,000 ee ee 600,000,000 endin 
o-eoeEn SS eee = ————— hristi 
| Approximate total§ .......... $1,700,000,000 100.0 $2,270,000,000 100 $3,000,000,000 $3,000,000,000 all 
The 
] 
yIncludes figures magazines, trade and business papers and farm in Weld estimate. iw : 
tWeld figure is for all farm publications, not only national. at 
$Figures are rounded; do not add up to perfect mathematical totals. a 
*Sub totals; figures are included in total figure for this division. aggre 
} ailal 
;petition among manufacturers’|which postwar advertising ex-| : 194 
brands. penditures will be broken down. Co-ops Ask United year, | 
| Also, says the professor, private| By comparing the widely differ- | = esulti 
‘branders will drive for a larger|ent figures secured by projecting, Nations to Form f goo: 
|share of the market, and while|a $3 billion advertising volume a It s 
they will advertise, “the over-all |against the figures developed for| Co-op Office the pr 
expenditures for their brands will | 1935 by Prof. Borden from those | ed, 
be smaller percentage-wise than | secured by making the same pro- San Francisco, May 15.— Of- tore s 
is devoted to the advertising of | jection against the 1944 estimates | ficials of the Cooperative League vol 
| manufacturers’ brands.”’ made by Dr. Weld, it can immedi-|of the U. S. A. have submitted ¢ nd a 
| “Large retailers and the volun-| ately be seen how shifts in the| formal proposal for the establish- 5% in 
tary and corporate chains are as|relative use of various types of |ment of an international coopera- usel 
desirous as they ever were of con- | advertising media, services and |tive office in the United Nation 7507) 
trolling the marketing process,’ |supplies may result in widespread |Social and Economic Council, t d s; 
Prof. Borden points out. And “they | differences in the extent to which|the delegates of the 46  natio! tem. ¢ 
| will probably have better oppor-|they may share in advertising’s |meeting here. the 
tunities and sources of supply for | “golden age.” | The proposal calls for an agenc Sucl 
| merchandise than was true previ- a /equal in status to the food an ok 
ously ... particularly in the dur- | agriculture office, world bank an dera 
|able goods field . .. I anticipate Fat Needs Mount: monetary fund, international lab ried 
we shall see a_ substantial in- “ |office and other agencies. It sug- Biestime 
crease in private brand competi- | Salvage Drive | gests that a cooperative office be set nerea 
pie in the durable goods field, | UP to collect and disseminate in- 10,00 
;}and I would be greatly surprised | |formation about all types of CO- Biperiod 
|if, in the nondurable field as well, May Be Expanded joperatives and “to propose meas- 
the private branders did not push New York, May 17.— With the| ures suitable for the promotio! ‘Sat 
|forward the battle for their| world’s supply of fats and oils | free exchange of commodities anc 
brands. lestimated to be three billion — among nations.” Add: 
pounds short of requirements, the | 1e proposal states that the Hy ¢ 
Seek Greater Returns | American Fat Satrame Committee, worldwide co-op movement is “th Woma 
“From what I have just said|composed of soap and glycerine | largest purely economic movement efore 
‘about the keen price competition | producers, will continue its cam-|in the world,” having 143,060 990 Mas 
'among manufacturers and be-|paign in daily newspapers| members in 43 nations, inclucing AS 
tween manufacturers’ brands and | throughout the country on a $100,- | 63,935,295 members of rural, is t Sat 
|private brands. we can anticipate | 000 a month clip through the sum-| keting and credit co-ops; 59,914,- Bitribu: 
|. . . a striving on the part of|mer, ADVERTISING AGE was told, | 157 members of urban consume! 
'manufacturers and sellers of all|In fact, the campaign may be ex-|©°-OPS; | 10,879,632 membet 
types to get greater returns for panded. non-agricultural occupationa 


|their advertising dollars. 
ments to find economical and ef- 


Experi- | 


fective patterns of marketing will | 


go on apace.” 
All of this means, Prof. Borden 


told the newspaper executives, 
that advertising as a whole can 
look forward to a “golden age” 


after the war, but that competi- 
tion will be intensified, there will 
be great experimentation in mer- 
chandising, selling and advertis- 
j}ing, and individual methods of 
selling as well as individual media 
will not necessarily ride with the 


crest on an automatic basis. They 
will have to demonstrate their 
ability and their worth, or per- 


haps fall by the wayside. 
Figures Are Projected 


Accompanying this article is a 
chart, showing the detailed break- 
down of a_ $3 billion annual U. S. 
advertising volume into the vari- 
ous items of space, time, goods 
and services which comprise the 
advertising total. This projection 
is extremely interesting, but it 
should be borne in mind that it is 
by no means a forecast or an 
sumption as to the manner in 


as- 


|through Kenyon 


Meanwhile, harder-hitting copy | 0PS: 
lis being developed to 


emphasize 
that, despite the European victory, 
the need for fats is growing. 

The committee’s 
& Eckhardt, is | 
seeking to stimulate this year| 
collection of 322,000,000 pounds | 
of houseshold fats, or somewhat 
more than 25,000,000 pounds a 
month. In recent months, col- 
lections have been at the rate of 
17 to 20 million pounds. 


Named Hudnut Ad. Mgr. | 


Donald L. Bryant, formerly in 
charge of advertising and sales 
promotion for the Alco-gravure 


division of 
tion, New 
pointed 


Publication 
York, has 
advertising 


Corpora- 
been ap- 
manager of 
Richard Hudnut, Inc., New York. 
Mr. Bryant joined Newspaper 
Group, Inc., a subsidiary of Pub- 
lication Corporation, in 1935, sub- 
sequently becoming its president. 
When Newspaper Group merged 
with the Metropolitan Group in 
1942, Mr. Bryant remained with 
the parent Publication Corpora- 
tion. 


campaign, | Heads Canteen Sales 


( 8,408,354 members of 
ing co-ops, and 523,515 me! 
of miscellaneous co-ops. 


Charles K. Morris, recently 'e- 
turned from two years’ ser\ 
an officer in the Naval Reser\ 
formerly owner of Charles K 
Morris & Co., Chicago, has be 
general sales manager of Aut 
tic Canteen Company, Chicag 


Join Kemmerrer 

Kemmerrer, Inc., Hollywoor 
added the following staff men 
Ronald Schweers, publicity 
public relations; Jane Grant, 
and production, and W. H 
technical writer in charge o! 
loging. 


Singer Forms Service 

Harry Singer, recently sale 
motion manager of Popular 
lications, has formed a ser’ 
521 Fifth Ave., New York, f 
tested dramatized sales pre 
tions for manufacturers, med 


| agencies. 
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Bank Readies 
Department Store 


Scles Breakdown 
Chicago, May 15.—The Federal 
rescrve Bank of Chicago is ready- 
ng ‘or publication later this month 
, 96-page booklet, “Department 
store Sales by Departments, 1941- 
1944.’ which should prove a handy 
ales tool for executives of depart- 
ent stores and manufacturers. 

Far more detailed than reports 
put out by other federal banks, 


this report shows sales month by | 


yonth since 1941 in each of 55 


| sponsors 


se a ] 

| Life Page Marks | versions. The public will be told 
| Ito s shiiopodist regularly, buy 
Foot Health Week ‘icco catetutly, and take proper 


Washington, May 15.—With a| preventive measures against ath- 
‘full-page advertisement in the | lete’s foot. 

| June 11 Life, the National Asso- Hundreds of thousands of post- 
|ciation of Chiropodists will urge | ers and instructive leaflets will be 
the American public to observe |employed by chiragpodists, and 
|Foot Health Week this year by/|drug and_ shoe stores. Phar- 
adopting a few primary rules of |maceutical manufacturers and 
|foot care. | shoe companies are supporting the 
Newspaper advertising through-|June 8-16 program with other 
/out the nation will tie in with the | promotional material. Leading in 
Life copy, with state societies of | this cooperation is the Mennen 
ithe national association and local! Company, maker of Quinsana. 


scheduling abbreviated | Ad Woman’s Novel 
Depicts Agencies 


To Helen Haberman, advertising 


copywriter with the William Doug- 
|las McAdams agency, New York, 
| writing a novel is “the big un- 
censored 
has written a 
advertising business, 
“How About Tomorrow Morning?” 
|It deals with the rise of a girl 
copywriter toward a position pay- 
ing her $40,000 a year before she|tising manager, 
sees the vain-glory of it all. 


Miss 
novel 


Haberman 
about the 
entitled, 


fun.” 


Miss Haberman, who began her 


47 


|advertising career in the Paris 
| office of Dorland’s, is currently 
|handling medicinal copy for the 
| Upjohn Company. 

The novel is published by Pren- 
tice-Hall, Inc., New York, and sells 
; for $2.50. 


Takes Sterling Ad Post 


J. M. Warnimont, assistant sales 

| manager of Sterling Tool Products 

Company, Chicago, has been ap- 

| pointed assistant sales and adver- 

handling trade 

| publication and direct mail adver- 
| tising. 


erchandise classifications as | 


ade in the largest department 
tores in Chicago, Detroit, Indian- 


polis and Milwaukee, and in the | 
econd federal reserve district as | 


whole. 

It reports the percentage of 
early sales made each month in 
ich of the 55 commodity classi- 
cations; the percentage of store 
ales made by each department 


each month, and the percentage | 


hange of each department’s sales 
ver previous months. 
Data Asked by Stores 

Fred Wilson of the bank’s re- 
earch and statistics department 
iys the information reflects from 
95% of all department store 
iles in the four major cities. The 
eport shows the effect of ration- 
g orders and of extended ration- 
g, of excise taxes and threats of 
ending taxation, and of post- 
iristmas buying exhaustion, etc., 

all the commodities listed. 

The report goes back only to 
441, Mr. Wilson explains, because 
sures collected before that date 
e not complete. Thus prewar 
lepartment store sales, unaffected 
y wartime shortages, are not 
ailable for comparison. So far 
s 1941 was a normal peacetime 
year, however, it reflects changes 
esulting from rationing, shortages 
{ goods and the like. 

It shows, for example, that at 
e present time, in the cities cov- 
ed, about 30% of all department 
tore sales in all four cities consists 
{women’s and misses’ dress goods 
nd accessories, up approximately 
5% in four years. As expected, 
usehold furnishings show a large 
73%) drop over the war period, 
d sales of fur goods, a luxury 
tem, dropped considerably in each 
f the cities. 

Such other luxuries as jewelry, 
oks and the like showed con- 
derable gains, which naturally 
ried among the cities. Total 
estimated sales in the four cities 
ncreased about 30%, from $905,- 
10,000 to $1,178,000,000 over the 
erlod. 


Saturday Home’ 
Adds C. L. Starr 


( L. Starr, formerly with 
Yoman’s Home Companion and 
that national advertising 
inager of the New York Post, 
lined the eastern sales staff 
Saturday Home Magazine, dis- 
ted with the Boston Record 
\merican, Chicago Herald- 
can and New York Journal- 
can, 


Of the Pacific Coast 
oS oO Te 


is different 


\ . 
erners spend more time 


differently than any other 
f people anywhere. They 
1 patios, around barbecues, 
dens. And they like to see 
other Westerners go about 
z. So they read the magazine 
shows them how to do it. 
et, of course, The Maga- 
of Western Living. 


has advertised in POULTRY TRIBUNE 


Successful Poultry Farming is always “scientific” 


—never haphazard. Properly constructed houses, 


You can't afford to leave a ‘Two Billion Dol- 
lar Hole" in your Farm Magazine Schedule. 
1943 gross farm income from Poultry and 
Eggs was $2,867,000,000. (Source U.S.D.A.) 


controlled temperatures, modern lighting, good 


ventilation—these are ‘‘musts’’ with the Poultry 


Farmer. The processes of building, remodeling, 


and re-equipping, never end in this fastest 


growing branch of specialized farming. .. . If 


Member: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 

HOME OFFICE: Mount Morris, tll. 
Representatives —New York: Billingslea and Ficke — Chicago: Peck and Billingsica 


Your FARM Magazine List is Not Complete Without 


Poultry Tribune—America’s 


your product is one for the building field, give 


Leading Poultry 


Farm Magazine—a place on your basic Farm 


Magazine list. That's the direct way to reach 


y 


the most responsive section of the Farm Market. 
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Advert 

. r The author sprinkles the page 
Reiss Book Tells quite liberally with his own proof 1] 
|of - the - pudding suggestion. De 

;new products and promotion «de. 
vices—a lot of them pretty soo Ans 

OW Ou an an some of them far overboard py} 
almost all intriguing. on 

He suggests, for example, {h,; 
- radio put on a “listeners’ © 5y).§ Bull 
our rains orms plaint hour” comparable to new<_gmpelicor 
paper “letters to the editor” de. ont ; 
|partments. Such a program. jegmpvallat 
New York, May 15. — Otto F./| cays should make an extr a issue 
Reiss, associate editor of Apparel funny show "BB nguiri 
Arts and former Vienna design) He also suggests a belt wit) ai AS 
engineer, agency head, etc., has! inch gradation inside as an aid j,jgwant ¢ 
written a book on “How to De-| checking the waistline; electri,mmonly t 
velop Profitable Ideas” which|eye gadgets to register custome;.qmine © 
teachers of advertising and mar-|as they sit on chairs, calling thommplace | 
keting might well decide to as-|counter man’s attention; an aqgmchine 
sign for outside reading. based on testimonials of peoplegmsense? 
Released by Prentice-Hall May} who are shown holding a copy ogg nelicol 
14, at $3 a copy, it is devoted] the same ad, etc. “ —“Bprice | 
to the thesis that so-called brain- Mr. Reiss implies that anyone tte le 
storms are planned, 99 times out} following his theories can wor: oly 
of a hundred, and that almost any-| out some marketable ideas. Hj.q™ ad V' 

| body willing to work up a file of | examples, however, indicate that 


‘other people’s original product,| most such ideas have been worked 


| marketing and promotion ideas | out, not by the average man. bu: “Thi 
_can produce fresh ideas himself.|by agencies, ad managers anda ly ! 
|The way Mr. Reiss tells it, he/| other specialists. Probably half off ndust 
earn to be right. a |the examples he uses were thegm’ nee 
According to the book’s jacket,| work of readers of Apverristycg ind it 
he spent years collecting sketches, | AGE. Bor bi 
|photographs and clippings vm | ee See user's, 
| which he has worked out his prin- s portan 
|ciples. Averaging about one pho- | Marketing Group Elects pany 
|'tograph or drawing every couple| Edward M. Heery, advertising Bell 
|of pages, he gives several hundred | manager, Rockbestos Produc t{™want 
\examples of advertising angles,| Corporation, New Haven, Con: that ‘ 
pawns premiums and new in-|has been elected president of thefihelico] 
iheaaeeaear that bear out his points. | Industrial Advertising and Mar-§100-12 
P : . keting Council, Western New Eng-§jjciently 
Gives Own Suggestions land chapter of the National Ip- In ¢ 
| Many books of this kind have | dustrial Advertisers Associati: the pli 
‘been written before and will be! P. F. Bannister was named 1:(@let sui 
|written in the future, and his| vice-president; Donald Buckwe a heli 
principles are mostly tried and/2nd vice-president, and J. E. Re contro 
true ones like “take a cue from | secretary-treasurer. ambul 
the past,” “reverse well-known ee Coast 
commonplaces” and “combine two s : hauls 
'things.” But the book is cleverly Actina Appoints cargoe 
written, the examples are all apt, Actina, Inc., New York, exportergijdelive! 
and the approach keyed more to} of equipment for the graphic arts, The 
the interests of advertisers, agen-|has appointed Shappe - Wilkes@ijdoes r 
cies and manufacturers than to the | Inc., New York, as its advertisingiter wi 
average layman. agency. planes 
up a ni 
flying, 

| Sper 
Culv 
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Wis., 
silence 


: 2 5 : i ™ a es er | FOR. THOSE WHO ney 
| ~P PRE EVYEtothe EARS 2" ge} 
_ | ef TOMORROW Mew feanawne 


WTI 
joins I 


: Get close to the people using P aside 

ae : : | ° ° nlon, 

b Ae Sales-wise, KSTP’s todays take care of themselves. | aa fears 08 eters Fs ; 

eek. - | medium that’s part of their Joins 

| aa But it is not just happenstance that KSTP listenershi | hometown pattern of life. Karl 
rates p P 


The Union-Leader, the State’s 
accepted metropolitan daily, 
brings its advertisers im- 


is increasing steadily . . . in rural Minnesota as well 


as in the Metropolitan Twin Cities Market. For many yesterdays 
’ portant and unique reader- 
and many yesteryears, we have had an eye to the ears ship acceptance. 


of tomorrow. The far-sighted awareness of effective 


“Old Mam of *°¢ 
Mountain” or‘ 1 '¢ 
Great Stone Face” 
—New Hampshire 


the WAANCHESTER cic: I 
Wton-!LEADER { 


MANCHESTER, NEW HAMPSHIRE 


programming and promotion . . . the determination and 
the know-how to do a comprehensive job of both . . . the 
continuity of our state-wide audience promotion for the past 
four years .. . the exclusive merchandising machinery we call 


Planalyzed Promotion . . . these things are Sellevision! 


50,000 WATTS—CLEAR CHANNEL 
NORTHWEST'S LEADING RADIO STATION 
EXCLUSIVE NBC AFFILIATE FOR THE TWIN CITIES 


FACTS... 


An important port 
folio for those whe 
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NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPANY 
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3611 Booklet 
Inswers Queries 


on Helicopters 


Buffalo, May 16.—Although the 
helicopters Bell Aircraft Corpora- 
jon expects to market are not 
yvailable now, the company has 
ssued a booklet to answer typical 
*BBnguiries it is constantly asked. 
watt, ae As to design, Bell says, people 
,  Mgwant all kinds of helicopters, but 
only two types are currently in 
the development stage—a _ two- 
place model and a five-place ma- 
chine adaptable for either pas- 
gngers or cargo. The first Bell 
helicopter will not be in the “low 
price car” field, the booklet says, 
ihe less expensive ones to come 
«nly with further development 
and volume production.” 


To Companies First 


“The first helicopters will prob- 
ably be sold to commercial and 
industrial concerns which have 
, need for them and which will 
find it profitable to buy helicopters 
for business purposes. For such 
users, the cost will be of less im- 
portance than its utility,” the com- 
pany adds. 

Bell thinks, as long as people 
want to know about performance, 
that “it seems feasible to build 
helicopters which can cruise at 
100-125 m.p.h., and operate effi- 
ciently at 10,000 feet or more. 

In addition to a description of 
the plane’s construction, the book- 
let sums up the probable uses for 
a helicopter, including forest fire 
control, crop dusting, suburban 
ambulance service, commuting, 
Coast Guard rescue work, short 
hauls for mail and commercial 
cargoes or department store rural 
deliveries, 

The booklet concludes: “Bell 
does not believe that the helicop- 
ter will compete with fixed-wing 
planes but rather that it will open 
up a new and still untapped field of 
fying, a new dimension of flight.” 
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Spencer Joins Walker 
Culver O. Spencer, previously in 
charge of market analysis for the 
National Standard Parts Associa- 
tion, has joined the sales staff of 
Walker Mfg. Company, Racine, 
Wis. maker of jacks, lifts and 
silencers (mufflers). He was for- 
merly chief of the shop equipment 
section, automotive division, WPB. 


.@WIMC Joins Mutual 


jam, 2 
f~ WTMC, Ocala, Fla., on June 15 
a 


joins Mutual Broadcasting System, 
vringing the network’s total to 
261 affiliates. Operating on 1490 
ke, 250 watts, WTMC is owned 
by John H. Perry, publisher of 
the Jacksonville Journal, and 
agg of Western Newspaper 
nion. 


loins J. M. Mathes 


Karl Burgstahler, formerly ac- 
count executive with Harry C. 
Phibbs Advertising Company, Chi- 

te ‘g0, has joined the copy staff of 
J. M. Mathes, Inc., New York. 


‘506,950 


Buys Yawman Co. 


Phillip H. Yawman, formerly 
advertising manager of Yawman 
& Erbe Mfg. Company, Rochester, 
N. Y., has purchased the station- 
ery and business supply concern 
and will operate it as proprietor. 


WOKO Seeks FM Permit 


Station WOKO, Albany, N. Y., 
has filed application with the Fed- 
eral Communications Commission 
to construct and operate a fre- 
quency modulation station. 


Schwab Reprints 
Book Telling How 
to Write Ad Copy 


New York, May 15.—Schwab & 
Beatty, Inc., agency specializing 
in direct-result advertising, has 
published a _ revised edition of 
“How to Write a Good Advertise- 
ment,” a brief volume heralded 
by many since its original print- 
ing in 1942 as one of the most 
valuable ever written on the sub- 


ject of writing advertising. 
The second edition differs from 


49 


thas the foreword written by Prof. 
|H. W. Hepner of Syracuse Uni- 


the first almost entirely by omis- | versity — though part of it is 


sions of part of the original text. 
The main part of the book, on 
how to get attention, show people 
the advantage of the product and 
proving the advantage, persuading 
people to grasp the advantage and 
finally asking for action, remains 
intact. 


Final Section Omitted 


The final section of the original 
book, on direct-result, couponed 
advertising, has been dropped. So 


printed on the jacket, along with 
other endorsements. 

The only other difference of note 
is the omission of the name of 
Victor O. Schwab, president of 
the agency, as author of the text. 


To Sherman & Marquette 
David G. Lyon, formerly with 
Biow Company and Walter M. 
Swertfager & Co., has joined the 
New York office of Sherman & 
Marquette, Inc. as an executive. 


We Asked ELMO ROPER 


...fo test the effectiveness of advertising 
in Naborhood Shopping Centers 


u, 
f 
4 = 


@ The Naborhood Shopping Center is the vital spot 
where the consumer makes the final buying decision. 
Yet it is here where most advertising fails to penetrate. 


@ National advertisers who sell through Naborhood 
Shopping Center stores (where 98% of all food, and 
85% of all drugs are bought) will find this Roper 


m STOCK PhaT0S 


le pilot study for Criterion full of valuable information. Much of the force of radio, newspaper, and magazine 

ot @ This study uncovers retail marketing facts that advertising is reduced by a failure to tell the sales story | 
point the way to larger sales. It brings to light several right up to the time of final buying. Criterion over- ] 
conditions existing in retail merchandising that ad- comes this problem. “i 
vertisers may well consider seriously before making @ The Roper study shows factually the importance of 
any new advertising and promotional plans. “Advertising follow-through.” 

122 East 42nd St. 216 Tremont St. 612 N. Michigan Ave. 
Fars i NEW YORK 17, N.Y. BOSTON 16, MASS. CHICAGO 11, ILL. 
sates ITE FOR INFORMATION . . P 
MANN & FABRY CO. The pore vee UM any COUSMMUM ECR CaAmLatgu 
MPANY S. WABASH AVER 


CHICAGO 
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Journal circulation 
Largest in 


the South 


Atlanta Journal 
inaugurates airplane 


delivery service.... 


Less than sixty minutes from takeoff time 

at Atlanta’s airport the afternoon Journal is available 
to readers in Augusta. Georgia. Dealers speed the 
same edition from a Savannah run-way an hour later. 
These two major Georgia cities are the first to 

he served by The Atlanta Journal’s new “Air Express” 
edition via Delta Air Lines. 


May 2. 


faster delivery system that will be expanded after 


The daily service was begun 
It was the first step toward developing a 


the war ends--that presages a new meaning 


for one of America’s famous newspaper slogans— 
“The Journal Covers Dixie Like the Dew’! 


Che Atlanta Journal 


Covers Dixie like the Dew 


1945 
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needed, with a number of the 
larger operators planning to se 
more refrigerated trucks. 

All industrial stores sell oj} 


Industrial Stores to Spend 
$20,000,000 for Remodeling 


From a survey by the National 


|stores want various types of pro- 


Industrial Stores Association, a|and auto accessories, and hav. 


$20,000,000 postwar expenditure | 
to meet the projected needs of the 
nation’s 4,200 industrial stores is 
envisaged. 

New store buildings are con- 
templated by 900 companies, Over 
1,350 present store buildings will 
be completely remodeled, with 150 
planning new store fronts. Meat 
departments show a need for 2,100 
new refrigerated display cases; 
over 1,000 new condensing units; 
over 1,000 walk-in coolers; over 
2,000 power cutters; over 2,000 
cutting tables and tools; more than 
5,000 scales, and many new types | 
of cash registers. 

Self-service, semi - self - service 
and service type grocery depart- 
ments see a need for over 3,000 
cash registers; 175 stores need 
carts and baskets; 200 stores need 
new turnstiles; practically every 
one of the 4,200 stores needs new 
shelving; 500 stores need island 
display equipment; 2,000 need dis- 
play cases; 500 stores need wire 
baskets; 385 stores need dairy 
cases; 165 stores want frozen food 
cases and equipment, and 2,000 | 


duce display equipment. 

Other wants: card writing ma- 
chines, lighting fixtures, credit 
systems, bookkeeping machines, | 
price marking machines, air con- | 
ditioning equipment, fabric meas- | 
uring machines, adding machines, | 
typewriters, etc. 

While industrial stores will have | 
over 15,000 trucks in service, many 
trucks could be and will be re- 
placed when available. At least | 
7,500 small delivery trucks could | 
be sold to this group and 2,000 for | 


great need for service station 
equipment. Soda fountain equip 
ment is needed by 500 stores jp 
the organization; others selling 
beverages report a need for 2.009 
coolers. 

With over 20,000 employes jy 
the group, there is a need for 


coats, aprons and personne! ap-@ 


parel, 
Bs 


Canadian homes @re a market 


|for nearly $250,000,000 worth of 


furniture, pianos, floor covering 
|silver tableware, venetian blinds. 
etc., a survey by the postwar re- 
search department of the MacLea) 
Publishing Company, Toronto, re- 
veals. 

The coast-to-coast study dis- 
closed that over 200,000 Canadia) 
families plan to buy living roon 
furniture; 305,000 want dining 
room furniture and 470,000 ar 
planning for new bedroom set 
Two-thirds of all buyers want 
complete suites. 

In all, 435,000 families need new 
mattresses and three out of four 
want the inner-spring type. Nearly 
165,000 families plan to buy pianos, 
with a piano the first or second 
want-item on the list of 48,000 
Four out of five want upright 
models. 

Silver tableware is in the plans 
| of 380,000 housewives and nearly 
230,000 want complete sets. 

In floor covering, one of every 
three families wants rugs, carpets 
or linoleum, with the majority 
|wanting the latter. 


wh 1 


Five and a half million salesmen 
heavy hauling. Trailers are also| will be needed in the coming peace 
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EVERY SUNDAY for 
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eva, if the nation is to reach the|the purchasing power of the;until we help them develop their| Of the Brabazon type, the liners | parts. 

economic level that will provide! poorer classes, before postwar po- | industries. | will have sleeping accommoda- | Included in the company’s post- 
-; (9 60 million jobs, James H.|tentialities of these markets can| “When our engineering and pro-|tions for 70, and if operated for | war plans of a dozen models is 
gasmussen, general sales manager, | be fully realized, Henry R. Webel, | duction skill helps provide jobs in| day work will be capable of carry-|one surpassing the German-built 
the Crosley Corporation, recently |export division manager, G. M.| industry for the millions now ex-|ing 100 passengers. The Braba-| Hindenburg, which burned. 

ld the Cincinnati Executives! pacford Company, New York, said | Sting on the natural resources of|zons to be produced later in 1947 Mr. Knowles said that purchase 


‘jul i ; , naan the land, then and only then will|are expected to be propelled by| inquiries have come from several 
‘ Mr. Rasmussen declared that ood a oe oo age oy these enormous new markets be|four jet units. potential operators of transoceanic 
the training of these potential | throu h : |fully opened up for United States | poe MG | postwar routes, 

t > . ghout South America. . 

salespeople is an important task, exporters. 


“Despite the fact that most of | Z Goodyear Kicenite Corporation | 
ese countries are starved for in- | |plans to return to the production | 


and urged the sales executives t0| th 


foster a Beye and pi gent dustrial equipment and hungry for, The first of the giant British air | ‘of dirigibles exclusively after the | ‘Harrington to 'WSAR 
prog! ste ae aaa need not | information about new products liners will be ready sometime in|war, according to Thomas J.| John F. Harrington has joined 
pe >} 


and processes,” he said, “these im-| 1947, instead of 1949, as previ- | Knowles, president. Goodyear | WSAR, Fall River, Mass., as sales 


pe their eventual employer’s re-|,ortant markets cannot, I believe, | ously planned, a Reuters dispatch | Aircraft built 150 Navy dirigibles| representative, succeeding the late 


spon ibility to give them the SP€-| fulfill their latent potentialities | says. pees is now manufacturing plane | Leonard c. Cox. 
cialized training they require.” 

In regard to sales when restric- | 

tions are lifted, Mr. Rasmussen | 

sid he expected a temporary | 

oom in postwar sales of radios | 

and major household appliances, 

as well as other commodities, but 

»e does not believe that a sellers’ | 

arket will last very long. 


turers in the U. S. will find a re- 
eptive market in Brazil after the 


Jap defeat, according to Edmund | 7 
R. Duford, engineer of Sao Paulo | 

Tramway, Light & Power Com-| 

pany, in a recent article in Elec- 

trical World, 


| 
Electrical appliance manufac- | tees 2 =a 
| 


poked for all electrical appliances 
for postwar delivery,” he _ said. 

San appliances, such as refrigera- | 
rs and stoves, are imported from 
he e United States.” 

ce ad * | 

After demobilized veterans’ | 
eeds are cared for, most Ameri- | 
can colleges and universities will | 
lrop wartime educational sched- 
iles which put the student through | 
1 normal four-year course in from 
28 to 36 months, a nationwide 
survey by Northwestern National 
Life Insurance Company, Minne- 
apolis, reveals. 

Officials of only 16 out of 101 
nstitutions surveyed reported that 
they expected the accelerated pro- 
gram idea to be continued on a 
permanent basis, and five of these 
aid they will be continued only 
ina “modified” form, 

The prevailing attitude of the 
educators is that certain improve- 
ments in teaching techniques de- 
veloped during the war should be 
retained. These include the in- 
creased use of visual education, 
especially by means of movies, 
closer vocational guidance and 
ertain techniques develoned in 
teaching foreign languages. 

e : 


_U. S. exports to Chile in the 
irst two or three postwar years 
will probably amount to between 


“Orders are already being | 
| 


Field & Stream’s undisputed prestige among 
outdoorsmen has been earned by 50 years 


$60,000,000 Xnd. $65,000,000, Joel of effort in the outdoorsman’s behalf. 

a Hudson, first secretary of the a 

American, eaiboeny a Beatings, | This canoe load of duffle cost more ica and all the race horses, all the ee Rie Fb C 

old ¢ \ a : 3 ; t ’s "Big Fi 5h Pee 

lo om than the most rabid sports fan football stadiums, all the baseball 9 ee ee 
The , , . x : , in its 35th year—is the angler’s “champion- 

1e American exports will be spends in his entire lifetime to parks and all the players, all the ” 

ncreas h h Chile’s indus- . : ship event.”” Records are made and broken 

’ ed throug - | watch his home town team. These hock k ll the d track 

~ 1. program which | 5 h ockey rinks, all the dog tracks repeatedly from year to year in this contest — 

wil ca or new U. S.-made men are not spectators—they’re and all the dogs, all the polo fields ; : i — 

sqipment. Also, with Chile P gS, P to the intense interest of millions of anglers. 


producing its essential items do- | -active people who do the things and all the horses, all the rodeos 


mestically, it can devote more of | they like best. 

y, oreign exchange to the pur-| In that canoe are tents, duffle 
lases of lines, such as _ radios, | ‘ 

apparel and motor cars. These | bags and packsacks, rifles and am- 
tems, Mr. Hudson pointed out, are | ae} 5 ile 3 kl 

among those in which the U. S. munition, fishing tackle, boots, 
has certain adv antages. wool shirts and sox and underwear, 
The dk A an axe and cooking kit, beverages 
_ the S. must actively help | 

latin, Aeeesion Ge eaten tee ine | and foods for ravenous outdoor 
lust: ialization and thus develop | appetites. Beneath the tarpaulin .a 
pair of fine binoculars — perhaps a : 
movie camera. And, of course, the — than-300,000 quality circulation, 

camera that took the picture went reaches the very cream of this FIELD & STREAM PUBLISHING CO. 


and all their equipment, all the au- 
tomobile speedways—with enough 
left over to buy a handsome state 
office building for each of 48 states. 

This is the BIG outdoor market 
—and, by conservative estimate, it 
will be TWICE as big after the war. 


Field & Stream, with its more- 


Among sportsmen’s magazines, Field & 
Stream has been the number one selection of 


advertisers for 34 years straight, every year! 
. . 

looking to Field & Stream for word 
of all that’s new in the out-of-doors 
—for guidance in shaping their 


post-war plans and purchases. 


along. matket. Riskt now epormmen are 80 * #9 MADISON AVE. NEW YORK City 22 
It took a bit of traveling, too, to America’s Number One Sportsman’s Magazine 
reach this roadless “canoe country” 
FEW STATIONS IN THE ' ‘y Pa) el 
—by train, plane or automobile. ' 


N¢TION CAN EQUAL 
KOA'S 
DOMINANCE .. . IN 


OWE: * PROGRAMS * COVERAGE 
LIS ENER LOYALTY * DEALER 
PR’ ERENCE * SALES RESULTS 


FIRST in DENVER 


thusiasts spend enough each year 
to buy all the race tracks in Amer- 


Add it all up and you'll see why 
anglers, gunners and boating en- = _ 1@ 
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State Farm Mutual 
Ready to Step Up 
Car Finance Plan 


Urges Local Banks, 
Agents to Cash In 
on Postwar Business 


Bloomington, Ill., May 16.—With 
the nation’s finance companies as 
its prime target, State Farm Mu- 
tual Automobile Insurance Com- 
pany is all set to intensify a na- 
tional advertising and promotional 
campaign to send postwar auto 
buyers to local banks for their 
financing. 

State Farm, far in the lead 
among mutual auto insurance 
firms with 1944 premiums of more 
than $30,000,000, also has been a 
leader in the fight to prevent 
finance companies from dominat- 
ing the auto insurance business 


through their insurance affiliates. , 

The Bloomington company is 
using national magazines and farm 
publications, a new booklet for 
bankers, consumer booklets and 
folders, an ad series in Banking 
Magazine and Burroughs Clearing 
House, sound slide films, its agents’ 
house magazine, its newest state 
farm road atlas, mats of ads for 
agents and cooperating banks, and 
other promotional material to 
spread the news of its “State Farm 
Bank Plan.” 

Through this plan, according to 
A. R. Williamson, assistant secre- 
tary of the company, postwar auto 
buyers can: (1) save on the pur- 
chase price by paying cash to the 
auto dealer; (2) save through 
lower cooperating bank financing 
rates; and (3) save on insurance. 


Started in 1939 


State Farm decided about 1939, 
as an alternative to opening a 
finance service of its Own for the 
benefit of policyholders, to coop- 
erate with local banks and credit 
unions in providing such a three- 
way service, Mr. Williamson says. 
It launched a campaign then to 
educate its own agents, policy- 
holders and banks to the advan- 


tages of local financing of auto- 
mobiles. 

By the time new car production 
was suspended, the company had 
enlisted 2,400 cooperating banks 
throughout the country and its 
loan volume was running about 
$4,000,000 a month from policy- 
holders. 

More than a year ago, the com- 
pany began a revitalization of the 
plan, calling it the “State Farm 
Bank Plan.” The first step was 
preparation of an easel presenta- 
tion for a meeting of all state di- 
rectors. The presentation was pre- 
pared by the company’s agency, 
Needham, Louis & Brorby, Chi- 
cago, in conjunction with the head 
office and G. F. Alcott, the com- 
pany’s assistant director of con- 
servation. Mr. Alcott spent more 
than a decade with General Motors 
Acceptance Corporation and Uni- 
versal Credit Company before 
joining State Farm in 1939. 


Sent to State Offices 


Copies of the easel presentation 
were distributed to each state of- 
fice, as well as to some 500 district 
offices, to educate agents and to 
show the plan to local banks in 
each community. 
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HOW MANY DIESELS TO FIND MORE OIL? 


On nearly every oil production lease, one 
finds a battery of Diesels, driving the drill- 


ing equipment with speed, efficiency and 


at low cost. 


Finding the oil is only a part of the 
Diesel job. Thousands are used in oil re- 


fineries for electrical generation, for 


switching, for earth and 
heavy equipment mov- 


ing. Many moreare used 


to transport 


“DIESEI 


refined products to market. 


, PROGRESS” is the one 


publication covering the entire field. It 


reaches all of the important purchasing 


the ofhces of 


personnel—provides direct passage into 


top executives who buy such 


heavy equipment in quantities. 


A few of the Air-Conditioning Plants Mines 
industries served Bus companies Municipalities 
by Diesel Progress Consulting Engineers Naval architects 
include the Contractors road and Oil drilling contractors 
following: : general Quarries 
Engine seeps ae Railroade 
Government officials Ship operators 
Dairies : 
Shipyards 
Ice plants pa : 
Industrial power users Trac tor users 
Irrigating projects Truck fleet operators 
Logging companies Utility companies 


Edited 


and Published 


by REX W. — 


State Farm’s next step was to 
conduct a survey on postwar auto 
buying and financing, based on a 
mailing of 10,000 questionnaires to 
its policyholders, who had grown 
from fewer than 500,000 to more 
than 1,000,000 from 1939 to 1944. 
Information from this study is in- 
corporated in a new booklet, “New 
Profit Opportunities for Banks,” 
which is now being distributed to 
banks throughout the country. 

According to the survey, the 
booklet declares, “our policyhold- 
ers, if given a choice, would pre- 
fer local bank to national finance 
company financing 8 to 1.” 

“As their principal reasons for 
preferring local banks,” it con- 
tinues, “they gave: (1) lower in- 
terest; (2) confidence in institu- 
tion; (3) repayment at any time; 
(4) dealing with home-owned or- 
ganization. While this preference 
may be attributable in part to 
State Farm’s prewar campaign 
among its policyholders, we be- 
lieve it reflects the opinion of the 
man on the street as well.” 


Says ‘Domination’ at End 


G. F. Mecherle, chairman of the 
board of State Farm, in an intro- 
ductory letter tells bankers that 
the survey indicates that “domi- 
nation of America’s billion dollar 
financing business by the national 
finance companies is at an end— 
provided the local banking indus- 
try makes a determined bid for 
the business.” 

State Farm’s 1945 ad series, in- 
cluding full, half and quarter- 
pages in Collier’s, County Gentle- 
man, Liberty, Prairie Farmer, The 
Saturday Evening Post and Suc- 
cessful Farming, includes a para- 
graph explaining the plan and 
offering a new consumer booklet. 
“See your local banker before you 
finance your next car,” the public 
is told in each ad. 


Agents Shown Film 


Since State Farm could not hold 
a national convention of agents, it 
conducted district meetings in 
February and presented a con- 
vention sound slide film built 
around the theme, “Opportunity 
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Unlimited.” Agents were given , 
special advertising issue of ‘Tho 
Reflector,” house magazine pre. 
pared for them. 

Other leading insurance «om. 
panies, acting on an indiv dua) 
basis, are supporting the rect 
method of car financing by banks. 


Aetna Casualty & Surety m- 
pany, Hartford, Conn., in its rade 
publication copy is urging © op. 
eration of banks and insurance 
firms and promising its full sup. 
port. American Insurance Group, 
Newark, is offering a new folde; 
on “The Local Bank, the | oca| 
Agent, and Automobile  Fip. 
ancing.” Little has been done jy 
cooperative effort, however, among 
the insurance firms. 

The National Association of In. 
surance Agents and state groups 
have set up committees to con- 
tact banks, and the national group 
is readying a manual on the plan. 
The American Bankers Associa- 
tion also is expected to supply its 
members with new advertising 
material featuring the direct car 
financing plan. 


Salt Lake Club Elects 


Amos Jenkins, advertising man- 
ager of the Deseret News, has been 
elected president of the Salt Lake 
Advertising Club. He succeeds K, 
M. Carpenter, national advertising 
manager of the Salt Lake Tribune. 
Telegram. Also elected were: 
Joseph R. Ray, vice-president: 
Arch Madsen, secretary, and Joe 
H. Moslander, treasurer. 


Price Promoted 

Gwilym A. Price, vice-president 
and a director of Westinghouse 
Electric Corporation, Pittsburgh 
in charge of the company’s war 
contracts, has been appointed ex- 
ecutive vice-president. 


To Stern Ad Post 

Ruth B. Fox, editor of the house 
magazine of Edward Stern & Co,, 
Philadelphia printer, has been ap- 
pointed advertising manager. She 
will continue in her former posi- 
tion. 
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THE HERMAN NELSON CORP. 
Heating & Ventilating Products 
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BIRTMAN ELECTRIC CO 
Bee Vac Washers 


Many Industries . . . A Balanced Market 


The two products shown above are representative 
of the 150 diversified manufacturing concerns in 
Moline and Rock Island. Each adds prosperity 
and balance to the market .. . 
steady, high sales results. Tri-Cities’ size (200,000 
population) offers real sales VOLUME. 


® This prosperous market is thoroughly blanketed by popular 


WHBF. 


® The major portion (nearly 60°/,) of TRI-CITIES is on the 


Illinois side, fully covered without 
duplication by .. . 
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ROCK ISLAND ARGUS 
MOLINE DISPATCH 
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CORY 


Ad 


Le Only ALL GLASS COFFEE BREWER 


done jp 


’, aMong 
n of In. 
Soups 
to ry 
al group 
he plan, 
orgs tOR DEALERS—An enlarged full-color 
ote ha: reproduction of one of the photo- 
rect sing graphs used in national magazine ad- 
Car HM vertising features this new window and 
counter display, produced for Cory 
Glass Coffee Brewer Co., Chicago. 
ts Weiss & Geller, Chicago, handles the 
1g man- account. 
- pe — 
alt Lake 2 
eed kMHewitt Expands 
heme, 
"ribune-llg§ Resttoam Copy 
| were: i j 
"esident: Detroit, May 15.—Continued reg- 
and Joeamular insertions in The Saturday 
Evening Post have been scheduled 
by Hewitt Rubber Corporation to 
tell the story of Restfoam, the 
ompany’s latex-foam product. 
resident /™Consumer copy stresses postwar 
nghouse Muse in mattresses and seat cushions 
tsburgh, Mfor homes, offices, planes, trains, 
y’s warfMautomobiles, hotels and theaters. 
ited ex-@¥Restioam is claimed to be re- 
silient, light in weight, washable 
and cool because it is ventilated 
by millions of interlaced air cells. 
The next Restfoam ad is sched- 
e hous¢ Miuied for the Post of May 26. It 
1 & Co. Bil disprove the traditional warn- 
ona She ing by the typical housewife: 
ogee: ‘Don’t sit on the edge of the bed.” 


Restfoam promises not to become 
matted or lumpy. 


Trade Copy Added 


The Hewitt schedule is being 
augmented by copy in trade pub- 
lications covering the automobile, 
upholstering, railroad, hospital, 
hotel and retail department store 
fields, These messages are to be 
more specific than consumer copy, 
and will emphasize the possibili- 
ties of Restfoam for each particu- 
lar industry. Another series, ap- 
pearing in Time, on the company’s 
industrial rubber products, con- 
tinues the theme: “Synthetics are 
here to stay.” 

In addition to Iron Age and Mill 

Supplies, which were used in 1944, 
Hewitt has added 12 trade and 
vocational publications to the in- 
custrial rubber products schedule. 
Koss Roy, Inc. is the agency. 
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Reinhold Elects 


Reinhold Publishing Corpora- 
ton, New York, has elected Philip 
. Hubbard, formerly vice-presi- 

as president; H. Burton 

executive vice-president 
treasurer, and Gilbert E. 
an, vice-president and secre- 
ary. Ralph W. Reinhold, for- 

‘iy president of the company, 
es chairman of the board. 


Tv changed my mind—TI’m 
ay ng home to hear the Lone 


Rancer on WFDF Flint.” 


—... 


National Dairy Ad 


Asks U. S. Outbuy 


Japs in Bond Drive 


New York, May 16. — National 
Dairy Products Corporation is us- 
ing a Japanese war bond to urge 
the sale of U. S. bonds for the 
7th War Loan drive in full-page 
magazine ads. The first insertion 
will appear May 28 in Life and 
during May and June in News- 
week, The New Yorker, Time and 
U. S. News. 

Headlined, “Ever see a Japanese 
War Bond?” the ad shows a 25 
yen ($6.40) bond issued by the 
Japanese Post Office Department 
to some Jap soldier “who has gone 
to join his ancestors.” Issued in 
the year 2600 (1940), the bond 
matures in 1953 and cannot be 


redeemed until ten years from 
date of issue. 

Copy pounds home the fact that 
the Japs are buying these bonds 
by the millions, stacking their yen 
against American dollars and that 
only by outbuying the Japs can 
an American ‘teach a lasting les- 
son to your own particular Jap!” 

The Pennsylvania Company of 
Philadelphia also plans to run the 
ad over its signature with credit 
to National Dairy in three Phila- 
delphia newspapers the week of 
May 28. 

National Dairy’s agency is N. W. 
Ayer & Son. 


Publish Tax Research 


The division of research of the 
graduate school of business ad- 
ministration, Harvard University, 
has published a pamphlet, “Effect 
of Federal Taxes on Growing En- 


available from _ the 
The study is 


terprises,” 
school at 50 cents. 
a case history of the Lithomat 
Corporation, Boston, maker of 
lithographic plates and supplies. 


Names A. W. Lewin 

Optimus Detergents Company, 
Matawan, N. J., manufacturer of 
industrial cleaning materials, has 
appointed the industrial division 
of A. W. Lewin Company, Newark, 
to handle advertising. 


Elect J. T. Fitzgerald 

John T. Fitzgerald, of Reynolds- 
Fitzgerald, Inc., newspaper repre- 
sentative, Chicago, has been 
elected a vice-president of the 
American Association of News- 
paper Representatives, succeeding 
J. N. Morency, resident manager 
at Chicago of the Hearst Adver- 
tising Service, who has resigned. 
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Joins Bituminous Coal 


Theodore O. Phillips, formerly 
publicity representative of the 
New York, New Haven & Hart- 
ford Railroad, has joined Bitumi- 
nous Coal Institute, New York, 
in a similar capacity. 


Phil Gordon Moves 


The Phil Gordon Agency, Chi- 
cago, has moved to larger quar- 
ters at 309 W. Jackson Blvd. 


SIGNS OF LONG LIFE™ 
FOR QUANTITY BUYERS 


THE ARTKRAFT*SIGN CO. 
Lima, Ohio, U.S. A. 


The World's Lergest Monufecturers of 
All Types of Signs 


S Pat ore 


.--PERPETUATING 
A TRADE MARK AT 
THE POINT OF USE 


QUICK | oe: 
UDGE — 


AND FROSTING MIX 


FOR YEARS, Forbes-designed booklets, folders, package inserts 


and packages have helped users of “Junket” Brand Food Prod- 


ucts to get maximum satisfaction and value out of these excellent 


specialties. It is an essential phase of conservation that products 


NEW YORK 


CLEVELAND 


be intelligently and economically used. Our experience in such 


conservation measures can be of great help to YOU in seeing 


that YOUR products are used in a manner that will insure econ- 


omy and satisfaction ... for the duration, and in the critical 


reconversion period when competition will be keener than ever. 


J 


UNKET 


TRADE-MARK 


OOD PRODUCTS 
FOR 


LITHOGRAPH CO. 


BES 


CHICAGO 


ROCHESTER 
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Is our face read? 
dG 


@ The question of a business publication being 
read sounds like an advertising anomaly. Over a 
period of years big and small advertisers — in- 
cluding some of the hardest-thinkers and shrewd- 
est-buyers in both agencies and companies — 
have backed their answers with hundreds of 
millions of dollars in business publication space. 
Yet the question still bobs up in certain instances. 


Our two normal methods of subscription promo- 
tion have been greatly diluted because of war 
conditions. Our field staff is now strictly cadre, 
and with travel tight, reduced numbers of calls 
are being made. Our direct mail efforts have 


WFA Unit Warns 
Marketers About 


Postwar Surplus 
Washington, May 15.—A warn- 


and vegetables to begin trimming 


the Office of Marketing Serv- 
ices, War Food Administration. 
WFA points to the bulging pro- 
duction brought about by war 
needs, and adds that ability of the 
population to consume such huge 
production will depend largely 
upon postwar buying power. 

A group of related suggestions 
to distributors is given by the 
WFA unit as follows: 

1. Teach retailers how to handle 
and display produce better. 

2. Develop better and more at- 
tractive methods of packing. 

3. Buy on basis of U.S. grades. 

4. Increase cold storage facili- 
ties. 

5. Label, stamp, or tag every 
package with the grade for the 
information of consumers. 


Considers ‘Consumer Grades’ 


As to the third point, the ada- 
ministration is considering the ad- 
visability of developing “‘cconsumer 
grades” for fresh fruits and vege- 
|tables, says the WFA office. It 
| adds: 

“Today there exists a system of 
U. S. grades which are used in 
wholesale transactions and as the 
basis for settlement of claims un- 
der the Perishable Agricultural 
Commodities Act. But an entirely 
new series of U. S. consumer 
|grades for fresh fruits and vege- 
tables may be found desirable for 
those who wish to sell on the basis 
of consumer grades. Such U. S. 
grades would not supersede the 
present grades, but would per- 


their sails now has come from| 


Food Chains 194 1944 or Loss 1945 1944 
| Kroger Groc. & Bak. Co. $ 33,399,406 $ 33,730,258 —i.0 $135,165,400 $131,910 42 
| National Tea ‘ 7,070,903 7,607,740 —7.1 28,975 859 29,874 3: 
| Safeway 48 465,920 48,173,702 190,879 


ing to distributors of fresh fruits | 


APRIL SALES OF CHAIN STORES 


————April-—_._ % Gain ~———4 Months——- 
5 


age, 


May 2 


4davertising 


+0.6 192,997,756 


Group Total 


Mail Order 
tSears, Roebuck ..$ 75,642,317 $ 75,428,461 +0.3 $238,545,436 $214,197.5 
*Spiegel ab 5,147,806 ‘ ‘ ; 19,702,762 
tMontgomery Ward 50,904 639 48,246,507 +5.5 161,038,918 139,145.46 


Group Total 


_..$ 88,936,229 $ 89,511,700 —O.7 $357,139,015 $352,663 9 


2,749,153 —3.6 
9,432,548 —6.| 


$126,546,956 $123,674,968 +2.3 $399,584,354 $353,343 27 


898,439 +1.9 $ 6,871,853 $ 6,541.40 
11,027,962 10,966, 24 
36,887,822 38,057.93 


Drug Chain 
ee ee eer 915,900 $ 
Peoples : 2,649 054 
Walgreen 8 861 367 
Group Total 


Variety and Miscellaneous 


i. By $ 12,426,321 $ 13,080,140 —5.0 $ 54,787,637 $ 55,565,784 


Butler Bros. .......... $ 9,722,446 $ 9,440,416 +3.0 $ 37,752,240 $ 37,420,713 
Colonial Stores, Inc..... .. 6,877,585 7,356,903 —65 29,979,015 30,784,776 
Consolidated Retail Stores.. | 692,978 1,690,421 +0.2 8,240,711 6,931 824 
Diamond Shoe Corp......... 2,063 006 3,174,913 —35.0 9,186,902 9,459 887 
+Diana Stores Corp.... 769 067 821,873 —6.4 8,398,393 7,171,539 
eS Serer 3,932,268 4,475,152 —12.1 15,751,552 13,598, 154 
Grant, W. T. . 12,965,312 13,618,409 8 51,721,536 45,189,175 
tGreen, H. L. .. . 4,677,496 5,266,750 —I1.2 15,450,471 14,432.37 
MD. She “Biv ckssscsesenescs SQ 17,578,799 —10.2 65,152,641 62,091 022 
EOC MES.! UE ct cas whiv.slcurgheu 8 661,397 9,984,794 —13.3 37,582,576 37,650,750 
tLlerner 6,494,620 7,229,098 —10.2 21,621,141 18,812,880 
McCrory RIT ore rae 5,289 694 5.695.502 —7.! 21,255,250 19,471,164 
tMcLellan Stores ........... 2,884 895 3,131,605 —7.9 9,189,268 8,266 255 
Murphy, G 7,104,587 7,277,638 —2.4 28,203 068 24,287,383 
Neisner Bros. 2,727,292 3,093,319 —I1.8 11,262,194 10,240,845 
Newberry, J. J. 7,200,675 7,518,079 —4.2 28,407, 109 26,305 642 
Penney, J. Sere er 40,168,358 43,437,391 —7.5 159,654,269 143,071,560 4 
Wastarn. AMG i... 000s ccdscae 3,702,000 3,162,000 +17.) 14,786,000 11,722,000 +2 
Woolworth, F. W....... 33,619,690 37,812,217 —tl.1 139,519,616 132,712,570 +5 

Group Total .............$176,333,563 $191,765,279 —8.1 $713,113,952 $659,620,508 

Combined Total . .$404, 243,069 $418,032,087 —3.3 $1,524,624,958 $1,421,193,529 73 

*Not included in totals. 

+Nine month period. 

{Three month period. 

aSeven month period. 
Ellsworth to Everling St. Regis Elects 


Harry M. Ellsworth, formerly 
manager of advertising of the 
Pennsylvania Salt Mfg. Company, 
Philadelphia, has joined Lawrence 
I. Everling, Philadelphia, as head 
of an industrial department. 


Kudner Boosts MacNiven 


S. K. MacNiven, assistant to 
the executive vice-president and 
in charge of the copy department 


St. Regis Paper Company, New 
York, has elected C. R. Mahaney; 
formerly general manager of the 
Panelyte division, as vice-presi- 
dent, and Charles A. Brothman 
comptroller. 


Schuh Moves 


Carl J. Schuh, for the past 26 
years head of the business con- 
sulting organization bearing hi 
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However, perhaps anybody might be induced to 
buy anything once—especially in these days. But 
when a man uses a product twelve times and 
then antes-up for a dozen more repeats—he must 
feel he is getting something of value for his money. 


So we can help settle the question that still bobs 
up in-certain instances about a business publica- 
tion being read. We can answer our own ques- 
tion, IS OUR FACE READ? (not only our face but 
our editorial and advertising insides). We submit 
these renewal percentages reported in our 
December 1944 A.B.C. Publisher’s Statements: 


CHAIN STORE AGE 
DRUGGIST EDITION 


CHAIN STORE AGE 
GROCERY EDITIONS 


CHAIN STORE AGE 
VARIETY STORE 
EDITIONS 


CHAIN STORE AGE 
ADMINISTRATION 
EDITION 


Renewals of Subscriptions, 
93.48%, 

(Highest for any business 
publication, we believe, but 
we'll be glad to hear from 
someone else on this subject) 


Renewals of Subscriptions, 
82.20%, 


Renewals of Subscriptions, 
77.81% 


Renewals of Subscriptions, 
80.63%, 


CHAIN STORE AGE | 


185 Madison Ave., New York 16 
612 N. Michigan Ave., Chicago 11 


SEVEN SEPARATE MAGAZINES 
REACHING THE “DECISION MEN” 
OF THE CHAIN STORE FIELD 


haps assist those who wish to mer-| of Arthur Kudner, Inc., New York,| name, has moved his offices to 105 E 
chandise the highest qualities of|for the past five years, has been|W. Adams St., Chicago. The com- m 
products in such terms as U. S.|appointed administrative assistant | pany has been reorganized as C. J| New 
Grade A and U. S. Grade B.” to the president. Schuh Associates, Inc. from | 
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There are many more such high 
WTAG Hoopers to show the 
advantages of covering Central | 
New England from the INSIDE. e 
Watch for them. 


PAUL H. RAYMER CO. National 


WAG 


| OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 
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Advertising Age, May 21, 1945 


S. F. Adclub Elects 


Herbert H. Kirschner, president | 
Kirschner & Co., financial agency, | 
has been elected president of the | 
San Francisco Advertising Club. | 
Lou E. Townsend, assistant vice- 
president in charge of advertising 


Douglas Ofticial 
Sees Vast Airline 
Tratfic by 1950 


Chicago, May 16.—Airline pas-|of the Bank of America, was 
senger travel by 1950 will amount | elected vice-president; Elise Eilers, 
at least to 4.6 billion passenger |secretary, and Harry F. Borden, 
aile. traveled by 13,000,000 pas- | general manager, Pacific Neo Gra- 
sengers, and may amount to 14/yure Company, treasurer. 


pillion miles flown by 44,000,000 
nassengers, A. E. Raymond, vice- 
president of the Douglas Aircraft 
Company, predicted here last week 
at a forum on aviation sponsored 


: soM™by the Chicago Association of|ufacturer of Ronson lighters, ac- 


+ 1 Commerce and the University of 
+ ~+'849 Chicago. 
Air travel in 1941 amounted to | 
137 billion miles flown by 3,720,- 
(00 passengers. Mr. Raymond’s 
‘/ ggg prediction was based on a pro- 
jam iection of prewar airline travel 
nereases and on the assumption 
that rates per passenger mile will 
jrop to 2% cents by 1950. 


. fe: Predicts Number of Airliners 


1% He said the airlines, to handle 
70 +5. Mithe load he predicts, will require 
~, > fgguse of from 90 to 260 50-passenger 
: planes and from 360 to 1,050 
94-seat planes. An additional 65 

125 planes will be needed, he 
believes, for handling prospective 
argo traffic. 

His figures on passenger fares 
were not contradicted by William 
Littlewood, vice-president, engi- 
neering, American Airlines, who 
said there can be no expectation, 
however, that a 21-cent-a-mile 
fare will be possible for at least | 
five years. Operating costs in the | 
next few years will be compara- | 
tively high because airlines must | 
spend much in their period of | 
growth and experimentation. | 


= 
o< 
~ 


y, New 
ahaney, 

of the 
e-presi- 
othmanj 


| 


from photographs and wash draw- 
ings which it has used to empha- 
size the importance of “this coun- 
y's rediscovered frontier — the | 
seas,” American Export Lines, 
Inc, this month launched a series 
f Rockwell Kent sea-scapes and | 
port scenes in national magazines. | 
Full page, black-and-white ad- | 
vertisements will appear monthly | 
n the Atlantic Monthly, Editor 
& Publisher, Harper’s Magazine, 
Look, New York Times magazine, 
Newsweek, The New Yorker, and 
U.S. News. In addition, shipping 
ade and maritime school publi- 
ations will be scheduled. The 
hew series will continue to em- 
Phasize the importance of the 


past 26 | 
ss con Am, Export Lines | 
so “@Employs Kent Art | 
as C.J) New York, May 15.—Departing | 
} 
| 
} 


‘American Lady 


ning ads in Harper's Magazine, 
Mademoiselle, Seventeen and 
Vogue, and in rotogravure sec- 
tions of newspapers in 20 metro- 
politan areas. 
Ruthrauff & Ryan, 
handles the account. 


Prints Monthly 
Buyers’ Bulletin 


Chicago, 


un 
ul 


Lane Bryant Promotes 
Arthur I. Winner, advertising 
manager and superintendent of 
store operations in Chicago for 
Lane Bryant, has been appointed 
_general manager of the Brooklyn 
store, succeeding the late William 


Detroit, May 15—American 
Lady Corset Company, maker of 
Artist Model, American Girl and 
American Lady foundation gar- 
ments, has begun publishing a) 
monthly bulletin, “American Sales 
Lady,” for distribution to more 
than 1,000 buyers. 


| 


‘Yocum Rejoins KGHL 


Newman. 


Edward Yocum has resigned as ‘Names Hickerson 
director of station relations of the} D. Van Nostrand Company has 
Washington, D. C. office of CBS,| appointed J. M. Hickerson, Inc., 
to resume his former position as|New York, to handle advertising. 
manager of KGHL, Billings, Mont. 


Adds Ronson to Name The initial. issue contains an|He had held that position for 10 


Art Metal Works, Newark, man- | editorial pointing to the value of |¥ 
wartime advertising generally in 
cessories and other products, has | creating pre-acceptance for com-| 
changed its corporate name to| ing products and to the company’s | 
Ronson Art Metal Works, Inc. In| own enlarged ad campaign; nu- | 
its 50th year of business, Ronson Rong anecdotes; i 


has plants in Stroudsbourg, Pa., | about 


Newark headquarters. 


buyers, and 


news items| 


& Jacobs, Chicago. 


ears before joining CBS in Wash- | - 
p nee in October, 1944. : 


To Bozell & Jacobs 


Adele Katz, art director of Gold- | 
information| man & Gross, Chicago, has re-| 
Toronto and London, as well as its| about company products. | signed to join the art staff of Bozell | 

The company is currently run- 


IMPSON-REILLY, LTD, 
' Publishers Representatives 
SINCE ®) 1928 a 


SAN FRANCISCO —_LOS ANGELES °; 


WHO ARE THE MEN 


behind our swiftest growing Transportation Industry? 


maintenance of a strong Merchant 
Marine, and the Merchant Marine 
Act of 1936. 

N. W. Ayer & Son is the agency 


Camfield to McCann 


Announcement of a new auto- 
atic electric toaster and other 
civilian products to be manufac- 
ured when permissible by Cam- 
held Mfg. Company, Grand Haven, 
Mich., will be made to the trade 
in a series of ads prepared by 
McCann-Erickson, Inc., Chicago, 
hewly-appointed agency. The cam- 
fi alg) will run in department store, 
; hardware, appliance and jewelry 
: rade publications. 


AFACT 


— 


Architects want more product 
data... hence new editorial sec- 
tion “MATERIALS & METHODS” 


} 
| 


| 


| THEY are the airlines’ operation 


ecutives and their key personnel. 
Men who are expanding the net- 
work of U.S. and world airways. 
Men who direct and do the buying 


| c 
heads, engineers, maintenance ex- 
i 


of the airlines. 


THEY are the financial and legal 
interests behind the industry. They 
are the military authorities who 


starts July. 


new about your products in 


Zs / WENCH POINTS 
pa ; PR GRESSIVE ARCHITECTURE 


Moral For You: tel! whars 
| 


are vitally concerned with air 
transport expansion. 


580 i Ca ‘es sia : | 


220 West 42nd Street, N.Y.18 | 


| THEY are the readers of the magazine 


designed to serve their needs 


THEY are the planners and build- 
ers of our vast new program of ex- 
pansion of airports and airways 
facilities. 

THEY are the management men of 
the thousands of suppliers of parts, 
equipment and accessories whose 
interests are intimately allied with 
the progress of air transportation. 
McGraw-Hill Publishing Company, 
330 West 42nd Street, New York 18, 
New York. 


Want to know their names and titles? 
A request on your business letterhead will 
bring you the interesting new booklet "The 
Builders of our Swiftest-Growing Transpor- 


tation Industry.” 
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Raleigh Ad Tells AGE learned, Raleigh distribution GENERAL WOMEN’S STANDARD a Re 
is somewhat easier than it has —/945— /944 —— 1945 —. 1/1944 —/9495—. 1944 
of More Smokes been. No plans are existent for APRIL. MAY MAY ARIE MAY =6MAY an MAY OM 


1,300— 
1,200- 
1,100— 


extending the campaign; however, 
should distribution become easier 


for New Yorkers. | 
in other areas, more ads will be 


New York, May 15.—Cheek by|_. 
jowl with V-E Day copy appear. | Scheduled. 


33- 
30 - 


850- 


hag | Insertions, approximately 750 OV 
’ ing in the New York World-Tele- llines each, are appearing in the 800- 1000— 26 — pand 
XY gram last week was a new Raleigh |New York Daily News, Herald : tic 

cigaret ad with the significant ad- |Tribune, Journal American, Sun, being 
. monition, “Cheer up . . . it won’t| Times, and Newark Evening News. tor | 


WEEKLIES 


19945— 194: its D 


be long now!” 
Cigaret-searching New Yorkers 


OUTDOOR 


-— 1945— 1/1944 


JUVENILE 


—/945— 1944 


CANADIAN 


|Batten, Barton, Durstine & Os- mn Mee a=, seed 5 


|born, New York, is handling the 


are told by Brown & Williamson} ~ 2 APRIL =MAY MAY APRIL MAY MAY o7s et MAY MAY 1600s ame APRIL APR rh 
. Corporation, Louisville manufac- | ©?™Palgn. 150 — 40- . mn 

turer, that armed services still | . a 7 

come first, “but things are look- Coblenz to Harrison 123 =~ 3§~ 250 1500 uling 


ing up. Here and there you can 


pick up a pack of Raleighs. Ask 225- 1,400-— 7 as W 


Advertising of Coblenz Com-| 100— 


for Raleighs ou may get a|Pany, New York, pocketbook man- : in Re 

a break.” . . ad ufacturer, has been placed with 715— 2s— 200- 1,300- Re 
The campaign is confined for| Lester Harrison Associates, New stres: 

the present to the New York met-| York. franc 


MAY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


ishet 
. —1945————-. ———__19 44, | ——_—1945— \ 19 44 _ 5 
Pages Lines Pages Lines | Pages Lines Pages Lines the 
GENERAL | True Romances ...... 50.0 21,447 47.3 20,288 mode 
Ace Fiction Group.... 7.5 1,792 8.2 2,009 | True Story .......+... an og Peper Pteies 
American Magazine... 67.0 28,119 66.9 28,093 | CVOBue ........+..0es oy ee ie peer 
American Forests 15.1 6,342 28.0 11,760 | Woman's Day ht schabed Pies oe rye 
American Home....... 57.7 36,466 60.2 38,0290 | Woman’s Home Com- ie ae e 
American Legion...... 24.7 10,390 26.3 11,328 | PORTER 15250 rose e's ee ee = _ Mt 
site x > “Pigs 2 Led ind <4 » * gor ee soca Se - - ‘ 
he ee: te te jaa “— | Total Group 2,470.3 1,230,273 2,079.0 1,041,869 JM conti 
Co 7 a aie 62.7 39,626 66.2 41,834 | STANDARD has r 
Christian Herald ..... 25.1 10,533 24.4 10,240 | American Mercury.... 8.3 1,536 7.8 1,435 ber ¢ 
SE © nde 4G. bia o-% % 5.0 3,419 3.6 2.475 | Atlantic Monthly...... 46.5 19,530 49.3 20,68 sirin, 
COSIMOPOMIGN cisccaacs 75.6 32,414 70.5 30,256 | Harper’s Magazine.... 49.5 11,766 46.3 11,0 he sé 
Dell Detective Group. 22.0 9,417 19.7 8,437 | ane ert? Retin mark 
ne Review .... ss. 42.8 18,343 24.7 10,604 | Total Group ....... 104.3 32,832 103.4 33,124 to th 
Sac eccadeseorsa cea 16.4 6,882 16.5 6,915 | OUTDOOR Re | 
Esquire (Natl.) ...... 86.9 58,367 85.0 57,093 American Rifleman.... 30.7 12,908 32.4 13.6 _ 
Extension ............ 14.3 9,812 11.8 8,134 | Field & Stream....... 75.8 31,824 55.2 23,171 ume 
ge ee ee eee eee 188.5 119,132 202.0 127,664:| Fur-Fish-Game ...... 17.8 7,626 14.0 rT ine § 
Grade Teacher, The... Lt.7 7,820 14.5 6,413 | Hunting & Fishing... 25.6 10,738 20.9 8,78 prio! 
House Beautiful....... 102.7 64,896 95.2 60,150 | Outdoor Life.......... 70.0 29 407 2.0 91.842 Ar 
House & Garden...... 102.4 64,726 62.5 39,509 | Outdoors ............. 24.3 10,220 19.3 8 O98 tisin; 
Improvement Era .... 13.8 5,944 15.8 6,626 Sports Afield ......... 57.3 24,065 44.4 18.65 n al 
fg 18.0 12,337 14.4 9,837 | ; rank ve 
Macfadden Men’s Grp. 16.0 8,288 12.3 6,366 Total Group .....«<« 301.5 126,788 238.2 1001 sad re 
Mechanix Illustrated... 61.8 13,828 53.0 11,875 JUVENILE poin 
motor Boating........ 141.0 59,364 113.2 $7,530 American Girl ........ 12.4 5,212 8.2 3.455 tlone 
x 9 eI . National Geographic. ; 33.0 ; 7,812 33.0 7 803 a ee 20.5 13,905 16.3 11,114 upon 
Executive S Wife in New Orleans | Nation s Business ee 60.2 25,296 60.2 25,295 Calling All iris: «.. is 23.9 9,107 18.0 6,84 disin 
|Nature Magazine...... 4.6 1,960 5.4 es Oe 5.0 2,104 5.2 2.181 new: 
. |Popular Mechanies.... 109.1 24,444 99.4 22,260 Open Road for Boys.. 12.9 5.432 12.0 5 022 hief 
(ABOUT TO GO TO MARKET) | Popular Publications.. 7.2 3,842 12.5 2,816 | *eTrue Comics ....... 7.2 2,749 10.6 4.04 ; 
Popular Science....... 128.1 28.700 106.0 23.744 | eae 5 atndanld he 
|*Promenade .,........ 65.6 28,158 49.8 21,343 | Total Group ....... 74.7 35,760 59.7 28,617 lows 
tedbook ........4.... 56.6 24,263 45.0 19,316 | eeeeeectsneena mse, cons 
) ert ne pacha A ora ohne Be res | American Weekly 74.9 74,898 72.6 72,58 of e 
| @treat & Smith All nica . ri p ee aBusiness Week ...... 300.7 126,303 353.1 148,298 ing) 
' Fiction Group....... 3.5 651 4.0 16) ee toes... Te ee ERT. 58 Si 
DARE co tapaaiis «ain 0 b> << _erlle wv: aan ae nan 
Thrilling reUup eee aie 18.8 , £208 15.5 3,480 Gpraemiy Cirele .....:. 59.0 25,458 32.0 13,649 
frown & Country...... 88.5 59,458 74.5 0,071 Dorhen 57.2 24554 48.0 TeTt Co: 
True esac@eeueseees Ls ab 26.5 11,351 13.3 »,705 Grit es LSet 52.1 33°919 29] 93 64 
or of the World By arate A Pipes BOERS dadisececsicre ” BOC 60,068 105.2 $5,112 7th 
ting PR RPT I cM lsin NO ok acd a Serer re 291.4 198,161 271.8 184,852 Ci 
. oi ae a ene 
| Total Group ....... 1,898.6 906,891 1,707.3 821,433 | tNewsweek 11011...1. ai81 191307 age seize fi PAPE 
WOMEN +New York Times trad 
: ae See ee 107.0 45,903 83.0 35,607 Magazine .......... 122.4 104,050 105.1 105,08 mun 
eer er ee 135.7 58,201 80.0 34,320 | aNew Yorker ......... 204.3 87,621 263.4 113,017 new 
Good Housekeeping... 119.7 51,330 106.1 45,499 | Pathfinder ....... << 21,177 31.3 13,1 tion: 
Harper’s Bazaar...... 129.7 81,978 95.8 60,562 | Parade ............... 36.0 25,749 23.0 16,41 tribi 
OSS a ee eee ee 16.8 12,768 15.6 11,815 oe SEA ere ee 10.8 7,310 8.9 6.0 adv 
SS ee ae 20.2 13,818 19.4 13,252 aSaturday Evening ) 
Ladies’ Home Journal. 101.2 68,817 104.2 70,834  —E ae 248.0 168,605 295.0 200,56 In 
GED ED nies dandeeas 16.7 7,122 10.3 £469 | THOMCINAtIc .24465 05500 31.5 13,259 33. 14,237 driv 
Mademoiselle ......... 184.0 78,936 164.0 70,356 | tThis Week Magazine. 50.1 41,325 60.6 702 to p 
OS a eae 73.9 50,219 69.7 47,367 | ea Ree 327.7 137,684 269.7 113,20: tion 
Modern Romances United States News... 168.5 70,754 168.9 D1 
SRR Ae a kw bh ae. 6 a 63.6 27,265 48.1 20,652 —_— - J 2 
Modern Screen (MM).. 67.5 28,948 52.6 22.580 Total Group -2,917.0 1,577,866 2,804.6 1,549,146 o}} 
Motion Picture (F).... 71.2 30,572 61.5 $6,291, ) M 
b *Movieland ........... 32.6 Oe ae wees | *“Not included in totals. of h 
| . e e ag Te Se 40.3 17,528 31.5 13,530 | aFour issues 1945; five issues 1944. Ch 
| Or Farmer Ss Wife in Alabama Movie BOW ..oscccces 31.1 21,122 24.6 16,702 bFive issues 1945: four issues 1944. nl 
{ Movie Stars Parade... 40.0 17,242 32.7 14,000 cOne issue 1945; two issues 1944. a 
Moves Btory (936 664 a 68.3 29,317 59.5 25.520 | *Page size change. in 
(ABOUT TO GO TO TOWN) BE Sins 5 hoe od eden 40.3 17,270 31.2 13.382 | dFour issues 1945; three issues 1944. pi 
| Parents’ (N. Y. Metro eMarch and April issues combined both years al 
SEPP eee CPR 103.3 $4,296 69.4 29,759 CANADIAN rese 
| raremisa (Nati) 5.4is. 97.3 41,754 65.8 28,210 Canadian Home 
| Personal Romances .. 32.7 13,956 26.7 11,407 Pi 3) ee 50.8 34,546 52.5 659 ie 
Photoplay (Mac)...... 62.6 26,872 53.6 22,982 Canadian Homes & 
= | Radio Romances (Mac) 44.4 19,026 44.0 18,863 | CRORE. og oh 0s cco aes 45.6 30,671 37.0 +, 89 4 
*Real Romances ...... 21.0 9,017 | Chatelaine ...... cau% 49.4 33,582 34.9 742 : 
Fo 5 TU rn i rst to —t | *Real Story Teer ceee 20.0 9,068 <r eses *+Liberty ....... 44.7 19,176 50.8 | 
a Guide rete eens 33.6 22,820 22.5 15,270 | Maclean's 76.2 51,865 75.6 Lt 
| Screenland Unit ...... 43. 18,472 36.1 Jods I ae 6.7 38,130 36.7 «! 
Screen Romances...... 63.0 27,028 48.8 20,925 | National Home Monthly 29.1 19,811 32.4 40 
| Secrets ...seeeeseeeee 19.3 8,27 19.0 8,196 | New World ........... 29.2 19,845 28.4 : ‘ 
BOVORENEE -siecdeseawds 101.1 68,730 22.5 15,270 Revue Moderne, La... 29.8 20,294 30.0 417 
| True Confessions (F).. 63.5 27,204 57.8 24,805 | - 
True Experiences } SOtal Growp. iccsvcs 411.5 267,920 378.3 2 - 
[SRD isebed0ed000:9% 48.0 20,578 46.7 20,015 . 
True Love & Romance *Four issues 1945; five issues 1944. . 
et Are Tere 47.7 20,470 46.9 20,130 | +April linage. ’ 


ree 
Aids Philadelphia Vets ‘Journal’ Names Davis Joins Martin Agency 


The Philadelphia Record, in co- Leslie Davis, circulation promo-| Gerald W. Martin, formerly 2! 
operation with the War Manpower | tion manager of the Wall Street | account executive with Wood v 
Commission, has prepared a| Journal, has been appointed spe-|& Co., has joined George Hon! 
“Handbook for Veterans in the| cial assistant to the publisher of | Martin, Advertising, Newa! lt 
Philadelphia Area” outlining legal|the Journal and affiliated publi- | charge of marketing and me 
rights of veterans and agencies in | cations. 


THE GREATEST SELLING POWER Philadelphia at their service. Cop- 
; ies are available on re st. 
IN THE SOUTH'S GREATEST CITY io are available on request 


_Buba Joins Hooper 


| Dr. H. H, Buba, economist and 
| statistician, has joined C. E. 


NEW ORLEANS | 


EPARTMENT OF LOYOLA UNIVERSI 


Join Transport Group 

Henry A. Palmer, former]) 

re-| tor of Traffic World, Chicag: 
S. S. Bruce, general traffic 
ager of Koppers Company, 


Franc Rejoins R&R 


Major Spencer W. Franc, 
cently retired after three years 
of active service with the Army 


50,000 Watts + Clear Channel « CBS Affiliate n- 


Represented Nationally by The Katz Agency, Inc. 


| Hooper, Inc., New York, radio re- 
search organization, in an execu- 
tive capacity. 


has rejoined Ruthrauff & Ryan, 
Chicago, as an art director. 


air force at Wright Field, Dayton,;} burgh, have been elected dir 


| 


| 


of the Transportation Assoc: ‘0? 
of America, Chicago. 
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0 ; = starting with the May 21 News-! cooperated in the campaign. The 
(944 Renown Stove Premium Club Elects General Tire been « aid appearing later in Col-| volunteer agency was Benton & 
om . K Lee Ad ger ge erg se eerie U B d A ] lier’s, The Saturday Evening Post, Bowles, New York, and aoe 
tion manager of Perkins Products Time and United States News.|Cole of Can Manufacturers Insti- 
Campaign eeps Company, Chicago, maker of Kool- ses on ppea This is the third time that General | tute was the campaign director. 
; 7 Aid, has been elected president of | 7 "I Tire has devoted a complete id Po 
Dealers in Line Premium Industry Club, Chicago. in June Magazines month’s appropriation in maga-| ‘Music Times’ Back 
Owosso, Mich., May 15.—An ex-| Others elected were Robert B.} Akron, O., May 16.— General /zines to a war bond appeal. | = 3 
panded program of trade publica- | Paysee, vice-president; Ruth Hall,/Tire & Rubber Company will de-| D’Arcy Advertising Company,) Music Times, music dealer pub- 
tion advertising is credited with | reelected secretary, and Al Smith, | vote its entire June national maga- | Cleveland, handles the account. lication, formerly published in 
being perhaps the most potent fac- | reelected treasurer. zine advertising schedule to the _Chicago, will resume publication 
tor in the Renown Stove Com- —_—_————_ 7th War Loan drive, with a dra- 7,344 Dailies Aid |with the July convention issue 
pany’s successful efforts to retain B Joins KROW matic full-page message. Cl . Dri from new headquarters at 512 
1945 its prewar dealer organization, M. usse joins Center of attraction is an ac- othing rive Fifth Ave., New York. 
APR J. Turck, sales manager, told Ap- Wallace F. Busse, formerly San | tual photograph of a tired Marine Approximately 7,344 daily news- | 
VERTISING AGE this week. Francisco manager of West-Mar-/on Peleliu Island, his face in his | papers carried advertisements sup- . ™ 
The company currently is sched- | quis, Inc., has joined KROW, Oak-| hands, his rifle beside him and| porting the United Nations Cloth-| } . 5 
yling quarter-page advertisements | land, Cal., as account executive. | his whole bearing one of exhaus-|ing Collection drive, according to| } | URUMSURDISS UTES TT Dae 
in Hardware Trade and LP-Gas, ———————— tion. Below this is the single ques-|tear-sheets received up to May 9| | 
as well as monthly 560-line ads| fp A t Pl d tion, “Could you tell him you’re|at national headquarters of the | $$ EVE N¢$ é 
in Retailing. oy 4iccoun ace tired of buying war bonds?” drive, Lawrence Beller, national | ; Special Editions . 4 dia aah 
Renown’s trade advertising| Dorzar Toy Studios, Inc. New| The ad, prepared some time be-| publicity director, has announced. BEEa end Sound, ane Cane 
stresses the advantage of its dealer| York, has placed its advertising |fore the German surrender, will| Ads appearing in weekly papers Free survey at your request! 
franchise, pointing out the accrued | with Schacter, Fain & Lent, New|appear in all June insertions on|have not yet been tabulated. PORTSMOUTH, NEW HAMPSHIRE | 
benefits of handling a line of kit- | York. the General Tire list, actually! The War Advertising Council ne sans 


chen ranges already well estab- 
lished among consumers. The ads 
also place particular emphasis on 
the company’s projected postwar 
models, which have been designed 
30,670 by leading product design engi- 
neers. 


Gets Many Inquiries 


Mr. Turck said that Renown’s 

,041,869 continuous advertising program 
has resulted in a considerable num- 

1,438 ber of inquiries from dealers de- 
20,68 siring a franchise. As a result, 
11,00 he said, many new and important 

: marketing points have been added 
to the company’s dealer structure. 
Renown expects to reenter peace- 
time production with substantially 
the same number of dealers it had 


8,78 prior to Pearl Harbor, 
21,842 An extensive consumer adver- | 
8,095 tising schedule is being planned 
18,65; n anticipation of Renown’s return 


to range manufacturing. Mr. Turck 
pointed out, however, that na- 
155 tional advertising is contingent 
14 upon the firm’s postwar merchan- | 
6,845 dising setup. It is expected that 
2,181 newspapers and radio in Renown’s | 
chief markets—New England ve 
the northern states westward to| 
28 617 lowa—will be used at first for / 
consumer advertising of its line | 


72.58 f combination (heating and cook- | 
148,295 ing) and coal and wood ranges. | 
5.33 Simons-Michelson Company, ft) pel 


1 * “ Detroit, is the agency. 
pga Community Papers Run | Durelda De Pew, who has long passed her peak, Now Mrs. De Pew’s sprightly niece who’s named Kay 
23,64 7th Loan Linage Contest Is still a good prospect each day of the week Is different as night-time opposed to the day. 

1s 1953 ethiid: 3 Civkaiebien : Sie. | For auctions that feature old furniture, brass, She’s got what it takes, and she'll take what you sell 
neg papers of America, Cleveland, | Unworkable time-pieces, plates of milk-glass. As long as she’s sure that on her it looks well. 

; irene yagi ev coat" deaaheas | But try as you will, she just won’t spend a sou She gets all her beauty hints from Shirley Cook 
05.08 I n 7 s 5 in | 

113,017 wane pers, is promoting Hg On lipsticks or face creams; they're strictly taboo. Who’s featured each month in her favorite book; 
eat eal competition aps oo Rea wa Durelda today, through sheer proximity, Real Story, Real Romances or Movieland 

tribution papers with greatest total | 
' advertising and editorial linage | Has metamorphosed as an antiquity. She always has one of them real close at hand. 


200 5G! in behalf of the 7th War Loan 
$937 drive. Silver plaques will be given 
),702 to papers in each of four distribu- | 

113,205 tion and frequency classes. 


i @ Join Biow Company 


Max Landphere, formerly owner 
of his own art direction service in 
Chicago, and Robert J. Kemper, 
formerly with Procter & Gamble, 
Cincinnati, have joined Biow Com- 
pany, San Francisco, as assistant | 
art director and director of market | and believe in. Whether searching for beauty hints or looking for fiction, 
research, respectively. 


| they find more of both* in the HILLMAN WOMEN’S GROUP than in any 


Brean STORY, MOVIELAND, REAL ROMANCES .. . these are the 1945-tempo 


magazines that, month after month, nearly 114 million young American women buy, read 


: If it’s | “service” or general fiction magazine. Small wonder they 
i | regularly scoop the Hillman trio from the newsstands the first few days of sale. 
; A TEST | This substantial army: of alert young women represents one of America’s 
= you want... | most significant buying markets. A market you can reach quickly and 
TAKE economically today for tomorrow’s peak sales. 


4 NEW HAVEN | *source: Lloyd Hall Editorial Analysis Bureau 


rly al The Register is rated* the 

\, ‘ 7th test market in the U. S. 

: rs —2nd in New England. With 

| 7 a minimum cost you reach 

j urban and suburban popu- 
: lation. 


HELLMAN GROUP 


REAL STORY MOVIELANDB © REAL ROMANCES 


“independent Survey of Providence Bulletia 
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Pale Margarine 


Palls Customers 


Springfield, O., May 16.—A ma- 
jority of the grocers in Ohio re- 
ported continuing customer com- 
plaints because colored margarine 
is not available, according to a 
statewide survey among its mem- 
bers conducted by the Ohio Retail 
Grocers’ and Meat Dealers’ Asso- 
ciation. The findings are being 
publicized by National Association 
of Margarine Manufacturers, 
Washington. 

Reports of continuing complaints 
came from 65% of the grocers, but 
87% of the store operators indi- 
cated that the sale of colored mar- 
garine would solve many of their 
customer relations problems. The 
customers are urged, by 43% of 
the grocers, to protest to their 
state legislators and congressmen 
who can change the laws. 

As proof that many customers 
are now fully converted to marga- 
rine, 94% of the grocers expressed 
the belief that people will continue 
to use the spread even when butter 
is available. A recent national 
survey showed 61% of American 
families using margarine. 


Directs Sales Training 

Joseph Shapiro, New England 
district manager of Universal 
Match Corporation, St. Louis, has 
been appointed director of sales 
training. 


FARM LEADERS 


The farm market is a Permanent 
Market and the 28,188 Farm 
Leaders are Permanent Leaders. 
To sell your product to the Farm Market, you 


must keep your selling story permanently 
before these Farm Leaders thru — 


AGRICULTURAL 


LEADERS’ DIGEST | 


139 N. Clark St., Chicago 2 


| ment. 


Farm Magazines 
Gain 9.3% in Ad 
Volume for May 


Chicago, May 16.—May issues 
of farm magazines carried a total 
of 297,996 lines of advertising, a 
6.4% gain over the 280,156 lines 
a year ago, according to an Ap- 
VERTISING AGE tabulation. This 
compares with a 9.3% gain in 
April, 1945, issues. 

Monthly farm papers, which ran 
303,993 lines as against 266,888 
lines in May, 1944, issues, scored a 
13.9% gain. April issues in this 
classification were up 23.5%, carry- 
ing 28,984 lines compared with 
23,478 in April, 1944. 

The semi-monthly farm publica- 
tions ran 573,333 lines of advertis- 
ing in April issues, compared with 
535,597 lines, up 7%. April week- 
lies were up 11.6%, with 63,620 
lines, as against 57,030. 

Ad volume in April issues of 
dailies amounted to 224,603 lines, 
a 7% decrease from the 241,588- 
line total of a year ago. 

Canadian farm publications car- 
ried a total of 444,329 lines, a 9% 
gain over the comparative “month 
of 1944, when 407,564 lines were 
run, 


Publisher's Son Killed 


Lt. (jg) Henry Lee Jr., son of 
Henry Lee, president of Simmons- 
Boardman Publishing Company, 
New York, was killed in action in 
the Philippines on April 18, ac- 
cording to word received by his 
parents from the Navy Depart- 
He was 24 years old and 
attended Williams College, Wil- 
liamstown, Mass., before entering 
the Navy in July, 1942. 


Aids Disabled Vets 


American Veterans Association 
has issued a leaflet, “Jobs for the 
War Disabled,” listing suitable 
jobs, importance and advantages 
of hiring disabled men, plus point- 
ers on employing these veterans. 


Copies are available, free of 


charge, from the association at 
271 Madison Ave., New York 16. 


KNOWS HIS 


OUTDOORS! 


Meet H. 
@ real sportsman who lives the life of 
his magazine. 


G. Tapply, editor of OUTDOORS, 


boating, “Tap” is well 


ing and love of his work. 


publish OUTDOORS 


want and BUY'! 


After 20 years of hunting, fishing, camping and 


an expert flycaster who is not afraid to use worms; 
a bait caster who catches fish; a hunter of big game 
and small who enjoys the sport for its own sake, 
but who gets his share; a conservationist who appre- 
ciates the importance of our natural resources to the 
country and to sportsmen. First, last and always he's 
a Sportsman by instinct, and editor by thorough train- 


That's why he is able to choose the kind of mate- 
rial that is moving OUTDOORS rapidly ahead in 
the outdoor magazine field 

H. G. Tapply is representative of the men who 
men who know the sporting 
held, who know sportsmen because shey are sports- 
men. They are men who know what sportsmen like, 


qualified for the job. He's 


One more reason why 
YOUR ADVERTISING BELONGS IN 


Oo U T D '@) '@) x S$ 729 Boylston St., Boston 16, Mass. 


200,000 ABC 


New York 


Chicago San Francisco 
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Commercial Comme 
Display Displa 
Excluding Exclu 
Poultry, Poultr 
Livestock Livesto 
-—— Total Advertising——, and Classified -—— Total Advertising——, and Class i 
c—1945—, -——1944-——_, 1945 1944 om 1945—, _-—1944-—, 1945 { 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines [| 
FARM MAGAZINES Idaho Farmer ..... 45.3 34,249 37.5 28,316 31,459 25 
Indiana Farmer's 
Capper’s Farmer... 43.1 29,274 .43.4 29,490 28,239 28,439 Guide ........... 32.6 25,544 30.2 28,687 18,678 16 
Country Gentleman. 61.2 41,599 58.7 39,894 40,265 38,171 Kansas Farmer ... 32.9 24,979 29.4 22,337 21,537 18 
Farm Journal & Michigan Farmer... 33.9 26,027 30.9 23,783 22,453 19 7 

Farmer’s Wife... 68.0 29,208 66.0 27,677 28,378 26,824 Missouri Farmer... 5.6 4,397 4.7 3,648 3,911 3,229 
Progressive Farmer: Missouri Ruralist... 28.1 21,329 27.9 21,166 17,808 16.2%¢ 

Carolina-Va. Montana Farmer .. 39.5 29,813 38.5 29,050 23,196 23 849 

2 See 42.1 30,666 37.4 27,206 29,068 25,360 Nebraska Farmer.. 50.0 38,473 51.0 38,798 33,052 33,290 

Ga.-Ala.-Fla, New England 

eS eee 41.2 30,016 37.0 26,984 28,514 25,177 Homestead ...... 40.0 27,988 36.2 25,320 18,788 17,499 
Ky.-Tenn.-W. Va Ohio Farmer ...... 43.5 33,420 37.5 28,770 30,325 25.528 

ee ee 41.7 30,374 36.9 26,855 28,981 25,158 Oregon Farmer 44.2 33,431 36.1 27,306 30,809 24,409 
Miss.-La.-Ark. Oregon Grange 

MOA. a bhiies ss 39.8 28,958 35.6 25,940 27,559 24,395 Parr 16.2 17,598 15.5 16,814 17,598 16.814 

Texas Edition ... 42.4 30,848 39.3 28,628 29,093 26,818 Pennsylvania 

*In all 5 Editions. 36.9 26,883 33.0 24,053 26,026 22,965 iy a ae 40.5 31,128 34.3 26,858 27,867 23.552 

*Aver, 5 Editions. 41.4 30,172 37.2 27,113 28,643 25,382 Utah Farmer ...... 28.8 21,777 25.5 19,284 19,999 12,721 
Southern Agricul- Wallaces’ Farmer & 

ee eee 27.8 19,436 27.1 18,951 18,575 17,367 Iowa Homestead. 53.9 42,258 63.2 41,674 37,373 36,111 
Successful Farming. 61.4 27,617 63.5 28,581 26,162 26,895 Washington Farmer 46.0 34,791 36.9 27,910 32,169 25,309 

—— a Wisconsin Agricul- 

Total Group ..... 468.7 297,996 444.9 280,156 284,834 264,604 turist s.cccccecess 39.9 31,303 47.3 37,102 27,038 33,161 

FARM PAPERS Total Group ..... 745.5 573,333 696.0 535,597 496,140 452,159 
Bi-Weeklies—April 

Monthlies American Agricul- 

Agricultural Lead- CURERE cecccvendve 26.8 19,490 26.9 19,566 6,239 16,454 

ers’ Digest ...... 34.3 6,713 27.0 5,292 6,713 5,292 California Cultivator 40.7 30,733 44.2 33,435 28,213 29,671 
American Fruit Dairyman’s League 

oe ~o wee 8,564 18.0 7,863 8,354 7,720 DO au eaweceses 8.5 6,201 6.1 4,448 9,152 198 
American Poultry bPrairie Farmer.... 49.5 36,064 55.0 40,077 29,251 30,510 

Journal: Pe RE EES ais“. igpioggiintcians - i 

Eastern Edition.. 82.5 13,959 22.9 9,832 7,932 5,141 Total Group ..... 125.5 92,488 132.2 97,526 78,855 79,633 

Central Edition.. 24.9 10,685 16.1 6,923 6,827 4,061 Weeklies—April 

Western Edition.. 20.5 8,786 11.9 5,125 6,279 3,820 aCapper’s Weekly.. 8.0 17,899 9.1 20,287 9,962 11,431 

*In all 3 Editions. 19.1 8,184 11.5 4,922 6,019 3,680 Weekly Kansas City > 
Better Fruit ...... 14.6 6,150 14.5 6,129 6,150 6,129 SO ceaee ee «4 18.6 45,72 14.9 36,743 35,873 27,448 
Breeder’s Gazette... 23.1 10,411 19.1 8,596 8,791 7,146 —S> $s ———- -—— — —- 

Calif. Citrograph... 17.0 11,326 18.¢ 11,900 11,326 11,900 Total Group ..... 26.6 63,620 24.0 57,030 45,835 8,879 
Carolina Co-operator 9.2 3,845 9.3 8,923 3,550 3,609 Dailies—April 

Cattleman, The .... 72.0 30,240 650.1 21,192 16,107 11,413 Chieago Daily 

Cooperative Digest... 21.5 4,515 13.7 2,887 4,515 2,887 Drovers Journal... 27.4 58,430 29.8 63,475 36,130 38,305 
Electricity on the Kansas City Daily 

PUREE. 2.6nae Pianes 19.9 7,104 1.0 3,927 7,104 3,927 Drovers Telegram. 28.3 60,375 30.1 64,055 40,429 42,182 
Farm and Ranch... 32.8 24,807 27.3 20,712 22,463 19,126 Omaha Daily Jour- 

Farmer-Stockman .. 24.5 18,528 23.1 17,466 17,540 16,296 nal-Stockman . 28.6 60,871 30.4 64,701 49,622 49,810 
Florida Grower .... 12.8 8,682 13.2 8,973 8,305 8,463 St. Louis Daily Live 
Kentucky Farmers’ Stock Reporter... 21.1 44,927 23.1 49,357 34,086 767 

Home Journal ... 13.4 10,527 13.6 10,689 9,076 8,519 ae " 
Michigan Farm News 2.1 4,289 2.4 4,886 4,26 4,816 Total Group .....105.4 224,603 113.4 241,588 160,267 163,064 
National Live Stock | —- 

PrOGUCEF ....1+<5 11.2 8,180 7.2 5,238 7,952 4,998 *Not included in totals. 

New Jersey Farm aFour issues 1945; five issues 1944. 

and Garden ica SOP ) 36,363 6.4 16,386 13,478 13,962 bTwo issues 1945; three issues 1944. 
Ohio Farm Bureau 

Maer eR Serre 4.0 8,155 34.0 7,635 7,880 7,635 CANADIAN 
Poultry Tribune: a*Canadian Country- 

Eastern Edition.. 43.2 18,566 44.4 19,053 10,958 12,584 | oo) ee errr i 46.6 32,520 64.5 38,153 26,947 1,077 

Central Edition... 37.3 16,018 36.6 15,711 10,891 11,080 Country Guide, The. 39.6 29,500 7.8 7,15 29,500 26,408 

Western Edition... 30.0 12,892 30.4 13,064 9,258 9,782 Family Herald & 

Pacific Edition... 31.8 13,668 33.2 14,271 9,481 10,462 Weekly Star: 

*In all 4 Editions 27.4 11,767 28.4 12,220 8,557 9,586 *Eastern Edition. 78.0 78,011 74.5 74,476 56,224 54,181 
Southern Farmer .. 4.8 3,878 4.3 3,410 3,878 3,410 *Western Edition. 65.1 65,083 62.1 62,094 50,444 48,564 
Southern Planter .. 24.8 17,343 22.6 15,805 15,907 14,462 Farm & Ranch 

—— a ms seainieetaiens. Sibindiapese ee eee 23.1 16,614 22.3 16,084 15,451 1 0 

Total Grows. ....<..- 648.1 303,993 560.3 266,888 244,978 218,640 *Farmer’s Advocate 

Monthlies—April & Home”“Magazine 52.0 36,418 46.4 32,449 31,582 28,532 
Arkansas Farmer 15.1 11,447 15.1 11,493 11,447 11,493 *Farmer’s Magazine. 43.7 30,597 36.1 25,260 28,021 23,102 
Idaho Granger Ye 12,033 7.0 7,598 12,033 7,598 *Free Press Prairie 
Nation’s Agriculture 12.2 5,504 9.7 4,3 5,504 4,387 Vy. re 88.4 97,196 76.1 838,714 56,879 50,110 

- <a smite © ne *Western Producer. 54.6 58,390 45.0 48,181 33,993 29,067 

Total Group ..... 38.4 28,984 31.8 23,478 28,984 23,478 ss a bia > nee 

Semi-Monthly—April Total Group ..... 491.0 444,329 454.8 407,564 329,041 306,371 
Dakota Farmer . 34.0 26,170 30.0 23,212 23,770 20,646 | } - 

Farmer, The ..... 48.0 37,641 54.1 42,419 30,879 34,149 | *April linage. 
Hoard’s Dairyman.. 42.6 31,017 39.3 28,643 27,431 24,985 { aTwo issues 1945; three issues 1944, 
| 
N O ] F d and on arrival at Memphis was} CBC Names Renaud 
ew rieans f oo taken to the Peabody Hotel and f 1 
placed in a refrigerator, Early| Omer Renaud, formerly pro 


‘Set Up to Market 
Meals by Airmail 
| 


| New Orleans, May 16.—Forma- 
|tion of New Orleans Foods, Inc., 
|a subsidiary of La Louisiane Res- 
|taurant, Inc., to market quick 
'frozen foods by mail, has been 
|}announced here following a New 
| Orleans-Memphis test. 

Present plans call only for the 
servicing of a select clientele by 
air of complete dinner menus of 
ithe famous New Orleans restau- 
|rant, with the proviso that the 
|\food be served within 48 hours 
|after arrival, according to Edward 
|'H. Seiler, president. When large- 
scale deep freezing equipment be- 
comes available, then the sub- 
lsidiary company will offer La 
| Louisiane quick frozen food prod- 
ucts to distributors. 


Served in Memphis 


As a preliminary test, the res- 
taurant on April 22 cooked, quick 
|froze and shipped complete din- 
|ners for 14 to Memphis by Chi- 
|cago and Southern Air Lines. The 
food was packed in 84 cardboard 
|containers, protected by dry ice, 
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CANDY INDUSTRY 


Don Gussow, Editor & Publisher ; 
33 W. 42nd St. * New York 18, N. Y. 


the next afternoon, the Creole- 
cooked meals were heated and 
served to a group of guests, in- 
cluding representatives of the 
Memphis Commercial Appeal and 
Press-Scimitar, Railway Express 
Agency, the airline, and Bauer- 
lein, Inc., New Orleans advertis- 
ing agency. 

Only two similar tests of flying 
quick frozen La Louisiane foods 
had been made previously, Mr. 
Seiler said, when in January a 
dinner for 12 was flown to the 
Lake Forest, Ill., home of W. L. 
Morrison, general manager, Deep 
Freeze division, Motor Products 
Corporation, Chicago; and when 
Mr. Seiler shipped to his son, Wil- 
liam G. Seiler, a dozen dinners 
and sufficient gumbo to serve 100 
members of the National Restau- 
rant Association attending a Chi- 
cago course. 


‘Parade’ Rates Down 
for Temporary Period 


Advertising rates for Parade, 
New York, will be decreased 5.9% 
during an 1l-week period begin- 
ning July 1 when-the Nashville 
Tennessean will cease its distribu- 
tion of the magazine, reducing Pa- 
rade’s total circulation by an equal 
percentage. 

However, with the Sept. 16 edi- 
tion of the Indianapolis Star, 
when Parade will circulate with 
that paper, its circulation will be 
in the neighborhood of 2,177,000, 
}and new rate cards will be issued. 


Applies for FM Station 

Elias Godofsky, former president 
and general manager of WLIB 
Brooklyn, has applied to the FCC 
for a frequency modulation station 
to serve 8,500 square miles in and 
around New York City. Cost of 
the new station is 
| $46,800. 


gram director of the Quebec di- 
vision of Canadian Broadcasting 
Corporation, has been appointed 
commercial manager of the di- 
vision, succeeding J. Arthur Du- 
pont, who has resigned to engage 
in private radio business. 


Heads Columbia Sales 

W. B. Sippey has been appointed 
sales manager of Columbia Cement 
division of Pittsburgh Plate Glass 
Company at Zanesville, O. He 
was formerly assistant sales man- 
ager and will be succeeded by 
Chester R. Steenberg. 


Richards to Sylvania 

C. A. Richards Jr., formerly chiet! 
of trade intelligence in the N 
York office of the Foreign Eco- 
nomic Administration, has been 
appointed sales manager for Fu- 
rope and Africa by Sylvania Elec- 
tric Products, New York. 
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rge Equipment 
‘les to Farms 
en by Lane Witt 


nicago, May 15.—Marketers of 
ystrial equipment must tap 
-markets in the future because 
|; production facilities have 
n vastly expanded during the 
Lane Witt, editor, Industrial 
keting, and newly appointed 
cutive secretary of the Na- 
a1 Industrial Advertisers As- 
ition, told the Chicago chap- 
of the American Marketing 
iation at a luncheon here 


ay. 

e emphasized that the farm, 
yion picture, electric utility, 
ding and highway construction 
hkets are fields for sales of 
xh new industrial equipment. 
tough the farm market is con- 
eed primarily a consumer mar- 
t Mr. Witt said, “the farmer is 
stural for labor-saving machin- 
such as welding equipment. 
jovie theaters, he asserted, are 
rctically a push-over” for 
nly $300,000,000 worth of air 
ditioning, lighting, carpeting, 
ting and other equipment. 

ur marketing functions,” he 
icluded, ‘“‘“must be performed on 
scientifically sound basis if we 
going to provide the markets 
the consumption of the prod- 
ts of industry.” 


ankfort Appoints 
erchandising Heads 


rarl S. Arnold, A. J. Kratky and 
|, Petterson have been appointed 
Frankfort Distillers Corpora- 
n, Louisville, as new merchan- 
ing managers for the eastern, 
tral, and western divisions, 
pectively. 
Mr. Arnold, whose headquarters 
!l be in New York has been dis- 
ct manager for New Jersey and 
laware. Mr. Kratky was for- 
erly sales manager at indianap- 
s,and Mr, Petterson has been in 
arge of all associated jobbers’ 
esmen, 


in Stensgaard 


W. L. Stensgaard & Associates, 
w York, has appointed the fol- 
ing staff members: Anton C. 
nsgaard, recently released from 
Army air force as vice-presi- 
t and account executive; Lou 
iks, who has completed three 
irs Of Navy service, as New 
rk account executive; Carleton 
le, art director of the New York 
ision, and Charles D. Shields, 
merly an infantry lieutenant, as 
tral territory representative at 
LOUIS, 


organ Transferred 


rarl B. Morgan, general man- 
t of the Blueridge division of 
s-Cochrane Company, Glasgow, 
has been transferred to James 
és & Sons Company and Lees- 
chrane, both at Bridgeport, Pa., 
tre he will direct industrial and 
ble relations for all companies. 


llivan Adds Accounts 


Yaniel F. Sullivan Company, 
ston, has added the accounts of 
€ Crest Oil Company and F. H. 
ow Canning Company of New 
'k; boston Medical Supply Cen- 

Middlesex County National 
ink, and Gould’s Negative Ion 
mpany, Boston. 


Names Kight Advertising 


Kight Advertising Company, Co- 
lumbus, O., has been appointed to 
handle advertising of Electro Rust- 
Proofing Corporation, Dayton, 
using industrial and municipal 
trade publications. The company 
engineers and installs a system, 
which by electrolytic action, stops 
rust formation on underwater in- 
terior surfaces of water storage or 
handling equipment. 


Israels Is Correspondent 

Lt. Josef Israels II, president 
of Publicity Associates, New York, 
has been released by the U. S. 
Maritime Service following two 
years’ service as a radio officer 
in various war theaters. He will 
continue on military leave from 
Publicity Associates as a war cor- 
respondent for International News 
Service and This Week Magazine. 


OPA Looks Into 
Prices of New 
Cigaret Brands 


Washington, May 16.—The OPA 
let it be known this week that it 
is watching a number of new, 
higher-price brands of cigarets 
that have appeared on the mar- 
ket recently to determine whether 
they are actually costlier than the 
so-called standard brands. 

First noticed in New York, the 
development has been referred to 
the national OPA, which must 
decide whether the new 21-cent 
brands are actually similar to 
other higher-price cigarets, as 
they must be to warrant the higher 
price under OPA rules. 

Only a few days ago OPA pro- 


hibited the practice of selling 


cigarets one-by-one or loose. 

On the new higher-price cigar- 
ets, OPA said, “the appearance of 
new brands is being watched 
closely and if it develops that such 
prices are not justified, action will 
be taken. 

“Under OPA regulations, manu- 
facturers of new cigarets are per- 
mitted to use the ceiling price of 
the most similar cigarets sold by 
the most closely competitive sel- 
ler.” 


Start Ten-B-Low Series 


Ten-B-Low Company, Colum- 
bus, O., maker of ice cream con- 
centrate of that name, will launch 
a spring-summer advertising cam- 
paign in newspapers, magazine 
sections of New York Sunday pap- 
ers and radio spot announcements. 
Ralph H. Jones Company, Cin- 
cinnati, is the agency. 


59 
Taylor Appointed 


James W. Taylor has been ap- 
pointed assistant to the vice-pres- 
ident in charge of sales on the 
Pacific Coast for Standard Brands, 
Inc., San Francisco. 


Rancho Soup to R&R 


Advertising of Rancho soup, 
product of Schuckl & Co., Sunny- 
vale, Cal., has been placed with 
Ruthrauff & Ryan, Inc., San Fran- 
cisco. 


ADDRESSING 
FILL-IN 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 


607 S. DEARBORN ST. CHICAGO 


DOK IT UP in 
he N/ARKET DATA BOOK! 


/NOUSTRIAL 
| MARKETING 


ARKET DATA BOOK 


oc MABTETS CATION 


1945 
B MARKET DATA 


e 
CONSUMER MARKETS EDITION 
& 


BUSINESS PUBLICATIONS EDITION 


59 ADVERTISERS spent $100,000 or more—a 
total of $10,411,287 — in farm magazines dur- 
ing 1944. 

53 of these 59 leading farm-magazine ad- 
vertisers offered schedules to The Progressive 
Farmer. Six of the 53 could not be accommo- 
dated due to space limitations. 

Have you included the prosperous Rural South in 
your post-war advertising plans? You add the Rural 
South to your market when you add The Progressive 
Farmer’s nearly one million subscribers to your ad- 
vertising coverage. 

The South’s cash farm income for 1944 was 
$5,715,866,000. Southern farmers are earning more 
money today than ever before in history. Surveys 
prove that the variety of products wanted by 
farm families is steadily increasing in every 


Southern state. By an overwhelming majority, lead- 
ing advertisers recognize the South as a great post- 


war market for all kinds of consumer goods. These 
advertisers also recognize The Progressive Farmer 
as the South’s leading men’s magazine . . . the 
South’s leading women’s magazine . . . the South’s 
leading young people’s magazine. ‘i 


The South Subscribes to 


The Progressive Farmer 


a 
Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angele 
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fications (single insertion rates): % in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


Ae 


HELP WANTED ’ 


THE ADVERTISING MARKET PLACE fi 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $2. Terms cash with order. All other classi- 


Publicity executive 
available. 


After five years with Walt Disney Prod. as 
eastern publicity head young woman seeks 
a change. Wealth of media and industry 
contacts. Long experience, includes news- 
paper feature writer for metropolitan 
dailies. Most personable. Prefer busi- 
ness or agency connection in New York. 


Box 6134, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


COPYWRITER 


Wanted an experienced copy- 
writer in the proprietary medicine 
field. Wonderful opportunity. 
Write fully. Box 6130, Advertising 
Age, 330 W. 42nd St., New York 
18, N. Y. 


Advertising Manager 


Large Chicago manufacturer of beauty 
products seeks man with comprehensive 
experience in all phases of advertising. 
Life time opportunity. Write fully in con- 
fidence. 
Box 6135, Advertising Age 
100 E. Ohio St., Chicago II, Illinois 


HELP WANTED | 


ADVERTISING SALESMEN 


Prefer previous experience general, 
industrial, trade journals. Consider 
ambitious, interested, veterans, be- 


ginners. Salary. Real future. Promi- 


nent company. 


30x 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S.. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


ARTIST: A “working” Art Director, 
versatile in layout and finished art 
primarily for industrial copy, is 
what our small department now re- 
quires. However, our 12 years of 
steady growth in serving a stable 
clientele permits an attractive start- 
ing salary plus security and a good 
future. Please write full details, 
sending pictures and samples—which 
we'll return. Convenient interview 
later. Welcome your checking lead- 
ing trade papers on our agency rec- 
ord. Wheeler, Kight & Gainey, Inc., 
74 E. Long St., Columbus 15, Ohio. 


HELP WANTED 
Experienced movie man who can or- 
ganize produce and handle distribu- 
tion of long-range educational and 
institutional film program. Position 
open covers complete handling of 
extensive internal and externa: pro- 
gram by a large, well-known na- 
tional organization. Give full experi- 
ence, age, photograph, present sal- 
ary. Inquiry will be confidential. 

Box 7319, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


MERCHANDISE EDITOR 
Experienced in appliance or radio 
dealer sales and promotion. Excel- 
lent opportunity with established 
publisher. State qualifications. 

Box 7338, ADVERTISING AGE 

100 FE. Ohio St., Chicago 11, Ill. 

AGENCY RESEARCH 
OPPORTUNITY 

Qualified market and advertising re- 
search man to organize and operate 
small research department for grow- 
ing and progressive 4-A agency, 
serving nationally known industrial 
and consumer accounts. Location 
Pittsburgh. Is this the chance you've 
been looking for? If so, write us 
about your experience, qualifications 
and salary expectations. 

Box 7339, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ARTIST 
Male or female. Experienced—or will 
train in typographic layout, book 
and direct mail design. 5 day week. 
30x 7342, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


A MAGAZINE TO HELP ME DO A Sever Yob/ 


HAT'S what any production executive wants—a magazine that contains authori- 


seme: 


ey AoW 
AVIAMAM 


tative, accurate information gathered on the spot by men who know what to | 


look for, big pictures that clearly show details, drawings to supplement the text and 
photographs—vital information presented in an interesting, useful way. 


And that is just what PRODUCTION Engineering & Management readers get. Bram- 


son editors travelled more than 250,000 miles last year getting first hand informa- 
tion for PRODUCTION Engineering & Management readers. Every article was writ- | 
ten from a practical angle stressing specific examples and universally applicable 


techniques. 


PRODUCTION Engineering & Management is a useful magazine, read 


thoroughly and used in the daily work of thousands of production executives in mass | 


manufacturing plants. 


Just as PRODUCTION Engineering & Management works for its readers, it works for 


its advertisers. 
have the figures. 


12th year 


Reader response today is at an all-time high. Our representatives 
Ask one of them. 


7he BRAMSON PUBLISHING 


ta 


2842 WEST GRAND BOULEVARD ° 


eed 


DETROIT 2, MICHIGAN 


ARTIST 


| Northern Indiana agency needs man 


capable of doing finished work and 
some layouts. Give full particulars, 
background of experience, etc. 
Box 7340, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ACCOUNT EXECUTIVE 

to join recognized medium size Chi- 
cago Agency in a new business de- 
velopment capacity. Must have 
agency experience, excellent refer- 
ences, good contacts and strong 
sales ability. Give complete infor- 
mation first letter. Our Executive 
Staff is familiar with this advertise- 
ment. All applications will be kept 
in strictest confidence. 

Box 7341, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Wanted: Experienced public rela- 
tions director for national publish- 
ing concern. Excellent opportunity, 
top salary. State full qualifications. 
All applications confidential. 
Box 7344, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Production man with well rounded 
agency experience by small but fast 
growing agency specializing in agri- 
cultural field. Salary open. Splendid 
opportunity for right person. 
Box 7352, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


r 
Cincinnati advertising agency re- 
quires copywriter for technical and 
semi-technical accounts. He should 
be a mechanical engineer with a 
sense of proportion. He should know 
his stuff, mechanically, but be able 
to humanize his copy. He should 
have drive, an open mind and a 
quick responsive action. The man 
we need won’t sit behind a type- 
writer 8 hours a day. He’ll see other 
things to be done and do them. He'll 
want to help sell and service ac- 
counts. The man we are looking for 
is not a miracle worker. Rather, he 
is a genuine human being with an 
engineering background and the 
ability to write selling copy. Tell us 
as much as you can about yourself 
in your first letter. Send a recent 
photo. This is no beauty contest, but 
we still like to look at pictures. Our 
own staff knows about this adver- 
tisement. 
Box 7349, ADVERTISING AGE 
100 E. Ohio St., Chicago 11. Ill. 


Wanted 
Creative Used Car Promotion Man 
For Automobile Manufacturer 


The man we are looking for will 
have a broad knowledge of the auto- 
mobile business and a useable un- 
derstanding of the mechanics of ¢ars 
and trucks. 


He will have demonstrated his abil- 
ity to create and produce literature 
to dealers, merchandising campaigns 
and copy of a semi-technical char- 
acter. 


In addition to creative writing, he 
will have had experience in con- 
tacting dealers in the management 
of their used car departments and 
in holding dealer meetings. 


Sometime during his business career 
he will have worked in or directly 
out of the home office of an auto- 
mobile or truck manufacturer. 


He will be under forty. 


If you think you can qualify and 
are interested in a connection with 
a splendid postwar opportunity, give 
age, complete experience and avail- 
ability in first letter. 
Box 7353, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Public 
Relations 


Major Oil Company has open- 
ing for man _ writing news 
stories, articles, captions and 
material for general publication, 
Newspaper or good trade jour- 
nal experience preferred. Po- 
sition in New York City. Pre- 
fer man under 39 years. Salary 
approx. $4800 per year. Advise 
details of experience and _ in- 
elude snapshot (not return- 
able). Box 6133. Advertising 
Age, 330 W. 42nd St.. New York 
18, N. Y. 


SALES PROMOT ON 


EXECUTIVE 


wanted by Michigan jay 
ufacturer for home ayplj 
ances. Only a self-storteg 
with proven record wil! }y 
considere.d. Expericne 
must include actual fie}, 
merchandising of hom 
appliances and complete 
knowledge of usual prac 
tices and procedures jy 
this industry.  Excellen 
opportunity in company 
with fine postwar prospects 
and national distributo 
set-up. In comprehensive 
letter give full details, ex. 
perience draft status, per- 
sonal facts, and enclose 
recent picture. Address 
Box 6129, Advertising Age, 
100 E. Ohio St., Chicago 
11, I. 


WANTED: 


ART DIRECTO 


with a 


PASSION ror FASHIO 


This art director will be- 
lieve that clothes make the 
woman — and will be abl 
to prove it through origi- 
nal, dramatic fashion and 
cosmetic layouts of com- 
pelling beauty. He will b 
accustomed to meeting in 
circles where good taste is 
a prime requisite of admit- 
tance. Through his first- 
hand acquaintance’ with 
fashion’s leaders, he will 
have highly developed a 
natural instinct for smart- 
ness. 


To such a man we offer 
a top position in one of the 
country’s fastest growing 
agencies. 


Write in full to Box 
6126, Advertising Age, 330 
West 42nd St., New York 
18, N. Y. 


@ Mr. Publisher: 

Do you have an open- 
ing for an ADVER''S- 
ING PROMOTION & 
RESEARCH MAN’ 


Box 6127—Advertising Ac 
330 E. 42nd St., New York /8 Y 


Here’s opportunity for a Top-Notc! 
BUSINESS EXECUTIVE 


NE of 


America’s largest corporatic 


in its field, with nationally advertised, branded products 


established consumer de 


und, is seeking an exceptional mi’ 


to head up its distribution operations, 


His job will be to operate a number of wholesale houses © 
supervise their entire distributing organization, 


This is a big job for a big man. 


Obviously, he must have *' 


cessful background, wide business experience and an unble 


ished record and reputation, 


Such a man will receive strong financial support. 


Please write fully about yourself, stating age, education, Pp 


vious business experience and 


associations, references, et 


in appointment will be made for personal interview. 


6132, Advertising Age, 330 W. 


42nd St., New York 18, NN. 
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HELP WANTED 
jsing Assistant — Dept. Store 
y of Pittsburgh, needs man to 
item-copy and handle adver- 
» department details. Must have 
4 »wledge of layout. Write 
e, experience, responsibili- 
nd salary requirements. Good 
rtunity for sincere worker. 

x 7343, ADVERTISING AGE 
) E. Ohio St., Chicago 11, i 
PRODUCTION AND SALES 
MANAGER 
FOR 
pook PUBLISHING HOUSE 
opportunity for experienced 
man to grow with expanding 
jo west book publisher. Should 
opstand mail order selling as 
as merchandising of books 
gh jobbers, wholesalers and re- 

Knowledge of mechanical 
rechniecal fields desirable. 

»y 7390, ADVERTISING AGE 
)k. Ohio St., Chicago 11, Ill. 


ert 


K 


edium size advertising agency. 
ily growing. Opportunity work 
types art. Permanent. Unusual 
antages Which we will tell you 
+ upon receipt of your letter. 
age, experience, salary wanted. 
mediate. 
my 7394, ADVERTISING AGE 
EB. Ohio St., Chicago 11, Ill. 
fPRESENTATIVES WAN TE > 
pr space salesman—Young man 
rk under eastern manager out 
Now York office, representing old 
ished midwest publishing firm. 
represent two of the leading 
ations in the engineering and 
struction field. Excellent oppor- 
for junior representative to 
i clientele and increase his earn- 
apacity. Salary open. Reply 
age, education, exp. and ref- 


hy 7203, ADVERTISING AGE 
W. 42nd St., New York 18, N. Y. 


‘ow’ll rate this 
man highly— 


bre is an opportunity for an 
ency, or publisher of a consumer 
dium, or a manufacturer of con- 
mer goods, to secure a man who 
n qualify for any one of several 
pes of responsibility. 


e has had both agency and pub- 
ation experience — campaign 
lanning, media analysis, market 
arch, and sales promotion. He 
idept at administrative tasks, has 
faculty for sizing up problem 
juations, is interpretative, and has 
( considerable experience with 
les forees. Understands their 
inking from both sides of the 
we; buying as well as selling. 
orks well with associates and 
ntacts. He is ereative and he can 


would be valuable to an agency 
contact and campaign-planning 
rk; as a sales promotion execu- 
¢ with a publisher or a manu- 
turer. He is seeking a post-war 
portunity where vigorous, con- 
uctive effort will be rewarded. 
? record and references are the 
ghest, 


you're looking for such a man, 
ite now to Box 6131, Advertising 
Ae W. 42nd St., New York 
2 4 


ANTED.... 


EXPORT 
MANAGER 


*9gressive manufacturer of a nation- 
Popular, nationally-advertised con- 
fr item soon to distribute world-wide. 
ans man with knowledge of foreign 
Prkets and experience in export mer- 
*"dising to develop and handle export 
‘ness. A fine future for the right 
* V uld live in the Pacific North- 
*. Write fully, giving complete back- 


— All letters will be kept con- 
la 
’ACIF. NATIONAL ADVERTISING 
" AGENCY 

n St., Seattle |, Washington 


‘-RTISING ARTIST 


experienced visualizer, able toe 
finis'\ed work and to direct other 


% Exceptional opportunity for 
t man, 


%' Advertising Agency 


Mem: or American Association of 
Advertising Agencies 


‘OHi is Bldg. 2-3129 Syracuse, N. Y. 


REPRESENTATIVES WANTED _ 
REPRESENTATIVES WANTED 
Building publication covering whole- 


330 W. 42nd St., New York 18, N. Y. 
POSITIONS WANTED 
Selection & Training, Sales Person- 
nel; Thoroughly qualified for posi- 
tion on staff of sales executive 
aware of importance these proced- 
ures and who desires delegate re- 
sponsibility therefor. East preferred. 
Box 7346, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


OUTDOOR ADVERTISING MAN 
with eighteen years experience in 
sales and promotion, is interested in 
position with progressive advertis- 
ing agency. 

Box 7347, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


TOP NEW MAGAZINE LINAGE! 
A successful forward-looking adver- 
tising executive seeks magazine 
connection as advertising manager. 
Prefers new or weak publication 
with strong backing where energy, 
brains and excellent contacts will 
prove mutually profitable. 


Box 7351, ADVERTISING AGE 


sale market for New England, De- 
troit, Philadelphia, New York, Ohio 
Territories. 

Box 7345, ADVERTISING AGE 


MISCELLANEOUS 

NEED EXPERT AD MAN 

ON FREE-LANCE BASIS? 
Complete plans or writing assign- 
ments for newspaper and magazine 
ads, radio, direct mail, house organs, 
sales portfolios, point-of-sale mate- 
rial. Over 15 years’ experience with 
agencies, nat’l mfr., retail stores. 
Diversified background in apparel, 
foods, cosmetics, durable goods. 
Familiar with art and production. 

Good on rough layouts. 
Box 7337, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 


TRADE PAPER 

WANTED 
Submit details in full. All corre- 
spondence held strictly confidential. 
4 E. Kordel, Room 1109—188 W. 
Randolph St., Chicago 1, Il. 


Insurance Ad Group 
Elects Lyons Member 


J. Percy Lyons, advertising man- 
ager of Manufacturers Life Insur- 
ance Company in Canada, has been 
appointed a member of the execu- 
tive committee of Life Insurance 
Advertising Association. 

New members of the association 
are J. Fay Davies, National Life 
Assurance Company, Toronto; 
John H. Rader, Ohio National Life 
Insurance Company; Edwin P. 


330 W. 42nd St., New York 18, N, y.| Leader, advertising manager, 


i 


Bankers Life Insurance Company 


of Iowa; T. B. Harrison, Standard 
Life Insurance Company; W. T. 
Whitehead, Kansas City Life In- 
surance Company, and Miss N. 
Jane Miner, editor, “Lifetime’’, of 
the Kansas City Life Insurance 
Company. New company member 
is Manhattan Life Insurance Com- 
pany of New York. 


Sayres Issues Bulletin 


Paul Sayres Company, New York 
food broker, has mailed to the 
trade copies of the first issue of its 
Greater New York Grocery News 
Letter, an informal news medium 
to report items of interest in the 
Greater New York food market. 
First edition of the news letter, 
available without charge, contains 
a page insert announcing a new 
baby booklet issued by Oakite 
Products, Inc., New York, a Sayres 
account. 


McGillvra Appoints 

Joseph Hershey McGillvra, Inc., 
New York radio station representa- 
tive, has appointed Walker & Min- 
ton, Los Angeles and San Fran- 
cisco, to serve its list of stations 
on the Pacific Coast. 


61 


AVIATION EDITOR 


We are seeking a man who 
knows the aviation industry; a 
man who can write about the 
industrial phases of aviation 
production. This is a permanent 
connection with a splendid fu- 
ture. Reply in detail. 


Box 6121, Advertising Age, 


330 W. 42nd St., New York, 18, N. Y. 


DIRECT MAIL 
ADVERTISING 


Creator - Commercial - Copywriter to 
take over advertising department of 
old established firm in New York City. 
Must be original and have thorough 
knowledge of production. —— 
goods, Army and Navy goods an 
general merchandise. 


Box 6136, Advertising Age 
330 W. 42d St., New York 18, N. Y. 


° e 
A U S P | C | 0 U S S P | R A L The spiraling growth of the Pacific Northwest, 
under constant acceleration since Covered-Wagon Days, has transformed this region into one of the 
nation’s great consuming areas. ‘The war has served to emphasize its tremendous natural resources. 
‘To those who desire comprehensive coverage of Portland, Oregon, and environs, the choice of 
Westinghouse Station KEX is indicated. ‘Through KEX, Portland's Blue Network affiliate, adver 
tisers may beam their sales-messages directly to an area embracing more than 175,000 prosperous 
radio homes. 
The roster of clients served by the six Westinghouse stations includes 200 of the nation’s 
leading advertisers... some with a record of more than 15 years’ continuous scheduling. . evidence 
that Westinghouse Response-Ability should be linked to the distribution of your product 
Hooper-wise, it’s wise to buy KEX.. and availabilities will be furnished by the KEX Sales 
Department, Portland, or through the Paul H. Raymer Company. 
| 
| + 
WESTINGHOUSE RADIO STATIONS Inc a 
| KYW + WBZ © WBZA + KDKA © WOWO + KEX PORTLAND OREGON 
REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 5,000 WATTS 
KEX REPRESENTED NATIONALLY BY P..UL H. RAYMER CO. 
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‘Outmoded' Mail Survey 


Pushes Barton to Front 


Finds Technique a 
Vehicle to Success 
in Research Field 


Chicago, May 17.—When Indus- 


announced, in a rather stuffy re- 
lease, that its “executive com- 
mittee has just completed plans 
for the creation of a separate radio 
division,” apple-cheeked, 33-year- 
old Sam Barton moved another 
niche up the magic staircase which 
has catapulted him and his or- 
ganization to the front ranks of 
market research organizations in 
a short five years. 

Industrial Surveys Company de- 
serves attention from the adver- 
tising field because, in a research 
area where personal interviews 
and field work have become 
almost synonymous with accuracy, 


trial Surveys Company recently | STOW prodigiously 


the company stands out as the 
major exponent of mail surveys. 
Not just ordinary mail surveys, 
to be sure, but ‘controlled mail.” 

Devising new techniques for 
careful control of its sample, In- 
dustrial Surveys has been able to 
against the 
general trend, to the point where 
its operations now rank, in dollar 
volume, well within the top half- 
dozen organizations doing formal- 
ized continuous market research. 


Has Consumer Panel 


The biggest and perhaps the 
most interesting operation of In- 
dustrial Surveys is its National 
Consumer Panel, a controlled mail 
panel of some 2,500 families who 
agree to keep and submit records 
of all purchases within certain 
consumer goods areas. This panel, 
set up late in 1941 on a national 
basis, after experimental work in 


, Evansville, Ind., and other cities, 
| is responsible currently for the 
| bulk of Industrial Surveys billings 
and is in itself probably the largest 
single continuing research mech- 
anism for tracing the flow of goods 
after they leave manufacturers, 
hands, with the exception of the 
various Nielsen indexes. 

A “consumer diary” operation 
conducted entirely by mail, and 
|operating on the same principles 
/used in the Farm Journal farm 
panel and currently being used 
in the J. Walter Thompson Com- 
pany panel, the National Con- 
sumer Panel had tough sledding 
for many years, and operated con- 
sistently in the red until last year, 
when it showed a modest profit 
on a total volume of about $500,- 
000. 


Turns the Corner 


In its first full year of opera- 
tion the panel cost Industrial Sur- 
veys $150,000 net, and was sup- 
ported by the income from more 
conventional survey jobs and the 
faith of Sam Barton and his as- 
sociates. In 1943 additional busi- 
ness on the panel brought the net 
loss down to $75,000, and last year 
it operated in the black to the tune 


T isn’t human to resist buying when the cash is in the bag. With 
$3,000 per family ear-marked for postwar use, Detroiters are creat- 


ing a sales manager’s paradise. 


Here is a market with a backlog of pent-up demand aided by a 


whole nation’s longing for bright, shiny new cars which will take 


Detroit’s top production years to meet. 
Detroit News so well serves, with coverage 
homes taking any newspaper regularly. 


You, too, 


News when you're ready for postwar sales. 


DESIGN FOR 
POST-WAR . 


(= IN DETROIT 


fa series 


This is the market that The 
of 63.8% of the Detroit 
will think of The 


BY MAIL—"Controlled mail" Barton 
looks like a college youth of 23, is 
actually 33, and sells his research tech- 
niques with evangelical fervor. He 
owns controlling interest in the com- 
pany, makes headquarters in New York. 


of about $40,000. 

The panel is now serving 15 
clients, plus CBS, Mutual and 
Blue, who buy radio panel data 
from the same group of families, 
and Industrial Surveys estimates 
that gross income from the panel, 
including special jobs contracted 
for during the year, may hit 
$600,000. 

Present panel clients include 
Bristol-Myers Company, Carter 
Products Company, Colgate-Palm- 
olive-Peet Company, General 
Mills, S. C. Johnson & Son, Libby, 
McNeill & Libby, Manhattan Soap 
Company, Procter & Gamble Com- 
pany, Wilson & Co., Armour & 
Co., Foote, Cone & Belding, In- 
ternational Cellucotton Products 
Company and American Molasses 
Company. 


Revise Sales Terms 


Effective Jan. 1, costs and sales 
arrangements on the panel were 
revised, so that it is available now 
only to manufacturers, except that 
agencies may buy media informa- 
tion developed by the panel. They 
may not buy brand information, 
but they can get family purchas- 
ing statistics by product classes, 
but no pounds, dollars or brands 
information. 

The fee for information on a 


Advertising Age, Mcy 2) 


$800 to $1,400 a month dey 
ing on the product, and the | 

is sold on a yearly basis ] 
Currently Industrial S1 ury 

largest customer is paying 73 
a year for the service, ang 
possible that, with special tg 
tions and reports ordered ¢ 
the year, this client’s tota 
may come close to $100,000 f, 
year. 


In the Big Time 


While these figures are exy 
by the Nielsen organization, , 
total income from all servjq 
reported well over $3,000, 
year, and whose largest clie 
said to pay something like $34 
for the service it gets, the Ip 
trial Survey figures are defiy 
in the big time, and likely 
bigger. 

For all practical purposes. 
company has retired entirely 
ordinary survey work, doing 
casional jobs only for panel 
ents, and eagerly looking for 
to the time when it will n 
required to do any. It doe 
personal field work of any | 
If it’s an Industrial Survey; 
it’s a “controlled mail” job, ; 
personal interview job. 


Triumvirate in Charge 


In charge of the operati 
the National Consumer Pang 
Chicago is Stanley Wome: 
33, who joined the compan 
in 1941, after working for ) 
Bradstreet in Kansas Cit 
serving Omar, Ine., im 
Omaha baker, as market res 
manager. 

Barton, Womer, and “old 
Gordon Buck, 37, who ha: 
been named head of the se 
radio division, are the you 
triumvirate who operate the 
ness. Barton is president, W4 
and Buck vice-presidents. 
joined the company in Decem 
1939, resigning as manager 
IBM service bureau in Chica 
take the job. 

The separate radio di 
which Mr. Buck now heads { 


single product class runs from 


prises three types of radio 


“PAPER SET?" 


We say NO 


When you contract for space in a 
newspaper, trade paper or maga- 
zine, you are simply leasing white 
space to serve you in selling. What 
goes into that white space is what 
determines the result you obtain. 

You pick your illustration, you 
make a fine halftone, you carefully 
go over your copy, you are pleased 
with the layout of the advertise- 
ment. So far everything is fine 
until you decide to let the “paper 
set.” So you proceed to either 
specify what types are 


- - and here’s w 


of your organization or the 
lications. In modern day « 
tition it also calls for a goo 
face assortment. And it some 
requires a great deal of tim 
patience to get an adyertis 
to have any kind of appe 
that will satisfy you. Tru 
cost of the space is often 
but no space cost is too sm 
to justify the sales message 
given every opportunity 
the required work succes 

The addition 


to be used in setting 
your advertisement or 
you take achance that 
someone on the publi- 
cation will interpret 
the layout and give 
you what is needed. 
Kither of these acts re- 
quires, for good adver- 


tising, anexceptionally 


fe rae of the continans prmeding te we empha 


Fi NCH LEY 


C Mall, sh 


is not great anf 
simplicity and e 
handling a- well 
good fine ap) eat 
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a representa iv¢| 
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skilled and technical 


knowledge on the part 


FINCHLEY is a regular user 
of Faithorn ( ompl te Service 


your work.* mp" 


phone, Whi: hall 


gy fT 


MEMBER OF ADVERTISING TYPOGRAPHERS' ASSOCIATION OF AM ICA 
W330 FAITHORN CORPORATION dX 
yy, a Ad-Setters - Engravers: Printers AT 
PRINTING 400 N. Rush St., Chicago 11 + Whi. 2300 PRINT 
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VETERANS — Vice - presidents 
Womer (seated) and Gordon Buck are 
both "veterans" with the company and 


Stanley 


substantial stockholders. Womer runs 
consumer panel in Chicago, worries 
about finances; Buck runs radio activi- 
ties, commutes between New York and 


Chicago. 
ence measurement: Coverage 
studies, listener diary surveys, 


and the Radio Panel, all of which 
are based on the same technique 
of a carefully controlled mail 
sample. Currently it is doing spot 
jobs — listener diary studies — for 
16 radio stations. 


Have Opinion Panel 


In addition to the National Con- 
sumer Panel and the three radio 
services, Industrial Surveys main- 
tains a master file of about 200,000 
names culled from lists used in 
various studies. Within this group 
is an “unbalanced sample” of 10,- 
000 names which is available for 
special work, and also a carefully 
balanced national sample of 5,000 
known 
Panel, which is available to clients 
of the consumer panel for opinion 
tests on new products and similar 
uses. The opinion panel is care- 
fully matched to the 2,500 names 
in the National Consumer Panel, 
although none of the consumer 
panel families are ever asked for 
opinion material. 

Industrial Surveys insists that 
almost every type of information 
that can be secured at all can be 
secured by mail, accurately and 


honestly, if the mail is “controlled,” | 


which means that the sample must 
be completely representative and 
that returns are keyed so that 
these returns can be matched 
minutely with the original sample. 
“If you write the right kind of 
letter and pay for the information, 


you can get replies from almost | 


everyone—honest and accurate re- 
plies,” they say. 


Has 100 on Staff 


And they prove it by pointing 
out that on the consumer panel, 
for example, replies regularly hit 
over 95%, with the mail so care- 
fully keyed that every individual 
reply can be traced to its source. 
The consumer panel, as indicated, 
now has 2,500 families in it, but 
Industrial Surveys hopes to build 
this up to 3,000 within the next 
year, and ultimately to have a 
panel of 5,000 families. 

The company now has a staff of 
80 in Chicago, where consumer 
panel tabulating and operating is 
concentrated, and 20 in New York, 
and is making considerable addi- 
to its executive personnel. 
It expects to do between $800,000 
and $900,000 total business this 
year—and there is at least a pos- 
sibility that this total will be ex- 
ceeded by as much as 50%. 


Did Credit Work 


‘ut when Barton and another 
employe of Retail Credit Company 
le'\ the protective folds of that 
or-anization in March, 1939, to set 
up shop in a one-room office, con- 
ed mail and consumer market 


tlons 


ge Size at the Lowest 
ace Rate Per Thousand 
in the Automotive Field. 


as the National Opinion | 


research were alike far from his 
mind. 

He had been making special ap- 
praisals on large corporations for 
insurance risks, in the course of 
which he turned up a lot of in- 
tangible information of real in- 
terest to the corporations con- 
cerned. So he set up shop to do 
“intangible assets appraisals” for 
corporations—to analyze the value 
of their standing with the public 
and with their employes, the 
reputation of their products, etc. 

It seemed like a fine idea, but 
the corporations which were much 
intrigued with the appraisals when 
they were given to them without 
cost found many reasons for not 
paying for them, and Sam never 
sold a single “intangible assets 
appraisal.” Instead, he kept the 
door open by doing the usual job 
of credit reporting. 


Makes First Survey 
Pickings were slim, his original 
associate moved on to greener 


fields, and Barton decided that 
inasmuch as he had built up con- 


tacts with interviewers all over| 
the country, he might as well try 
to sell some market research. A 
professor wanted a survey made 
on lamb consumption, and Barton 
did it. 

He took his lamb questionnaires 
to the Chicago service office of 
International Business Machines 
for tabulating, which explains how 
he met Gordon Buck, who joined 
the organiaztion shortly there- 
after. 

The company rolled along, do- 
ing nothing sensational, until the 
fall of 1940, when the break came 
that suddenly catapulated it into 
the “controlled mail” field in a 
big way. Sam Barton and his as- 
sociates had been thinking, ex- 
perimentally, about some of the 
difficulties of the personal inter- 
view technique, and the possible 
advantages of a new method of 
getting material by mail. 


Barton Meets Stanton 
Married a few months, Barton 


went to Washington with his wife 
to visit her parents, and having 


heard that Columbia Broadcasting 
System was testing a big coverage 
study job on a personal interview 
basis, he sallied to New York, 
moved in on Frank Stanton, then 
CBS research director, and his as- 
sistant, John Churchill, on a cold- 
turkey call, and told them Indus- 
trial Surveys could do the job bet- 
ter and cheaper by mail. 

Neither Stanton nor Churchill 
had ever heard of Barton or In- 
dustrial Surveys, but they batted 
the idea back and forth for hours, 
until Barton finally left—without 
giving Stanton his New York ad- 
dress. The next day Industrial 
Surveys’ Chicago office got a wire 
from Stanton: 
in touch with Samuel G. Barton?” 

This time Barton made sure that 
CBS could reach him, and he 
talked so earnestly and enthusi- 
astically and to such good purpose 
that in due time he emerged with 
an order for the first national 
radio coverage study, designed to 
find out the coverage of every 
radio station in the country. 
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The job was to be done by mail; 
the sample was 165,000; the cost 
was $100,000; and Barton guar- 
anteed a 75% return from the 
mailings! 

Evidently he delivered, because 
Industrial Surveys did the same 
type of balanced sample job cov- 
ering every county in the U. S. 
for CBS in 1942 and again in 1944, 
when the sample was extended to 
208,000. 


Hope to Get BMB Job 


“Where can we get | 


The coverage studies made for 
'CBS form the essential pattern 
which is planned for the opera- 
tion of the Broadcast Measure- 


LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5, Iinois 


Cackle-less hens... Practical 

Ben Luedtke hadn’t time to clean, gather and 
sort eggs from 400 hens. . 
gravity chute through which egg rolls to tray 


outside. And without proof of performance, hens 


stems and standard variety tops . 


HAY that ain’t hay! 


Full grown grass when cut and dried outdoors, loses 


Apple trees—TABLOID! 


Clever, patient grafting of hardy roots, dwarf stock 


. devised a nest-bottom 


vitamins, proteins, food values in hay; causes underfed 
and diseased stock, results in less and poorer milk and 
meat... Cut early, stored green, dried by warm air led 
through ducts, mow-cured hay has been found to have as 
much as eight times the food value of field-cured!... New 
discoveries in hay make hay for the farmer, and a huge 


new market on the farm for machinery for drying lofts! 


. . has resulted in a 
hardy lilliputian apple tree—less than five feet high; easy 
to spray, prune, pluck; bears the first year, grows up to 

a half-bushel crop . . . Twelve to sixteen can grow in the 


ground area of one big tree .. . In the seed catalogs soon! 


Fastest changing today of all industries is farming . . . 


and full of news—news of new products, methods and means 


to increased production, greater stability, surer profits and a 


better life for the farmer and farm family . .. Such news makes SuccEssFUL 


FARMING interesting reading to alert advertising men who will find the May 


issue fascinating as well as factual . . . Such news, significantly, is interesting, 


important and influential to the more than a million SF farmer subscribers who have 


the largest investments, highest yields, largest incomes and best profits! 


the whole national market 

and profit potentials of any manufacturer who aspires to a really 
national business! The nearest SF office has the latest news of the 
farm market for national advertisers! SuccEssrFUL FARMING, 


Des Moines, New York, Chicago, Atlanta, é 


... This one medium alone represents a major portion of 


San Francisco, Los Angeles 


a portion essential to the growth 
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ment Bureau, a new cooperative|the summer of 1941, when they 
organization affiliated with Na- | moved whole hog into the mail 
tional Association of Broadcasters | field, to the exclusion of all else. 
which is now in the last stages of| They launched the National 


other consumer panels as that con- 
ducted for some time by Farm 
Journal and that which Arno 
Johnson of J. Walter Thompson 


veys and the development of such | 


fund raising and 
BMB hopes to make complete 
“circulation” studies of every radio 
station in the United States every 
other year, operating on a biennial 
budget of $1,000,000. 

BMB has not decided who will 
make its studies for it, but it is 
no secret that Industrial Surveys 
is very much interested in this 
particular activity, feels that it 
knows more about the technique 
and the operation of such a study 
than any one else, and can do the 
best job. It is also no secret that 
it will welcome the opportunity 
to do the job if it is offered. 


Panel, But No Customers 


The CBS job in 1940 “made” 
Industrial Surveys, and the results 
were good enough to bolster the 
boys’ belief that “controlled mail” 
was a valid, useful technique. But 
they couldn’t sell the idea to any- 
one else, and continued to do per- 
sonal jobs, mail, telephone and 
any other kind of survey or re- 
search work they could get until 


organization, | Consumer Panel in October, 1941, 


|without a customer. Their first}Company has operated for several 
‘customer owas General Mills,| years, have raised the perennial 
|which bought a six-month study|technicians’ arguments over cor- 
lof Indianapolis, and their next/rect market research procedure to 
|was Lord & ery in pee sum-|a new high pitch. 
imer of 1942. At the end of that 
year General Mills and Knox All Due to Grow P 
Reeves Advertising Agency jointly As can be seen from the figures, 
bought an intensive flour and Industrial Surveys, as well as 
cereal study for all of 1942, and|Others, have demonstrated the 
from then on the going was easier, | Validity of the “controlled mail 
‘ technique to the satisfaction of a 
Technicians’ Arguments Increase | number of important buyers of ad- 
During 1944 they supplied OPA | vertising and marketing research. 
with consumer panel data on a|But the battle of techniques is by 
| weekly basis, and they now have|no means over, and marketing 
|contracts with the Smaller War|men are by no means unanimous 
| Plants Corporation, supplying |in their assessment of the merits 
|data on consumer durables, and|of the method. 
with OWI, for radio panel infor-| Both mail and personal inter- 
mation. iview and “audit” techniques have 
And because the restaurant,|their vociferous, table - thumping 
hotel, hospital and _ institutional | advocates, as well as their equally 
market represents such an im-|articulate critics. The argument 
portant item in many consumer | over their relative merits and de- 
lines, they are now experimenting | merits will probably never be re- 
|with techniques to develop con-|solved, but it seems safe to con- 
sumption data in these fields. |clude that all methods of demon- 
The rapid rise of Industrial Sur- | strable value will be used to a 
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TUNE-IN ON THE TECHNICIANS 


with the aid 


(Official Photograph 
l Army 


Air Corps 


50,000 Paid 
Circulation 


of HE ADDEGD Try this pin-point selectivity in reach- 


las originally planned. Ads repro- | 


ito advertisers. 


rors. Advertising is placed direct. 


Barr to Meyerhoff 


greater and greater extent by fact- 
and-figure-minded marketing and 
advertising men as competition 
grows keener and the stakes be- 
come higher in the postwar world. 


Huntington Papers 
Print Miniature 
Victory Edition 


Huntington, W. Va., May 15.— 
The Huntington Publishing Com- 
pany, publisher of the Advertiser, 
Herald-Advertiser and Herald- 
Dispatch, didn’t have enough 
newsprint to run special 32-page 
sections on V-E Day, as it planned 
early last fall, but it ran the 
special ads and round-up articles 
anyway when victory came last 
week. 

A “V-Mail’” edition was the 
publisher’s solution. Not only the 
32 pages of articles and victory 
ads but 16 other pages, including 
11 first pages of previous editions 
printed at various crises during 
the war, were reduced in size and 
printed side by side on pages 9, 
10 and 11 May 7 and 8. 


Advertisers Not Charged 


The miniature edition, the pub- 
lisher explained, was mostly “leg- 
ible to the naked eye and the rest 
will not represent an insurmount- 
able problem for people who have 
been struggling with the hiero- 
glyphics of V-Mail for three 
years.” 

The edition, it explains, was 
printed to show how the planned 
victory edition would have looked 


duced were printed without charge | 

One regular-size page was 
given over to the Bill Mauldin 
cartoon ad prepared by the War 
Advertising Council. It was spon- 
sored by 20 local and national 
advertisers. 


Introduces Safe-T-Clean 


Hudson American Corporation, 
New York, subsidiary of Reeves- 
Ely Laboratories, Inc., will use 
display space in ceramic and hori- 
zontal publications in the indus- 
trial field to introduce Safe-T- 
Clean, a new-type precision glass 
and quartz crystal cleaner, now 
available for general commercial 
use. The corporation’s specialty 
division is offering sample pack- 
ages with instructions for prepar- 
ing different-strength solutions of 
Safe-T-Clean to manufacturers of 
all types of glassware and mir- 


Arthur Meyerhoff & Co., Chi- 
cago, is now handling advertising 
of Balm Barr, hand cream, prod- 


uct of G. Barr & Co., Chicago. 
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STOPETTES ove domry cory to wee eet rub ender arms A 
end ducord! Sofeguar de thin and clormng! 


pacha tattompene te ene ica 


MAECT PROBYCT HRECT CORMENCS Owcacc 


— 
STOPPER—A one-to-five-day guaran. 
tee is made for Stopettes, new deodo- 
rant pads made by Select Cosmetics, 
Chicago, now getting a 12-week news. 
paper test in eastern cities. Ben 
Sackheim, Inc., New York, is the 
agency. 


Aikins Wins Cow 
Judging Contest 
Held for Admen 


Fort Atkinson, Wis., May 15.— 
E. L. Aikins, Allis-Chalmers Mfg. 
Company, has won first place in 
this year’s “cow judging contest 
for advertising men,” conducted 
by Hoard’s Dairyman. The con- 
test has been held annually since 
1931. 

A “longhorn of aged cheese” is 
being sent to the following prize 
winners: Mr. Aikins, first; Patri- 
cia M. Berg, Quaker Oats Com- 
pany, second; Marion R. Kline, 
McKee & Albright, and Ben Duffy, 
Batten, Barton, Durstine & Os- 
born, tied for third; J. H. Sweeney, 
Hilex Company, fourth, and 
Lowry H. Crites, General Mills, 
Inc., fifth. 

The 1945 contest attracted 860 
entrants. The publication reports 
that 266 prizes have been awarded 
to personnel of advertising agen- 
cies and ad departments since the 
annual contest was inaugurated. 


Gem Signs Mutual 

American Safety Razor Corpo- 
ration, Brooklyn, on July 3 will 
launch “The Adventures of the 
Falcon” for Gem razor blades on 
70 Mutual Broadcasting System 
stations, not CBS, as reported in 
the May 14 issue of ADVERTISING 
AGE. Program is written by Drexel 
Drake, and will be heard Tues- 
day, 8:30-9 p.m., EWT. Agency 
is Federal Advertising Agency, 
New York. 


Joins ‘La Hacienda’ 

La Hacienda, New York, has ap- 
pointed Harold L. Stuart as adver- 
tising sales representative in Ohio 
and western Pennsylvania with 
offices at 326 Bulkley building, 
Cleveland. 


Merchandising Displays 


Cc RAL? ing out for prospects. At the same time 
= 


in the radio-electronic industry. 


benefit by one of the largest circulations 


Space buyers have little difficulty in media selection when 
they carefully analyze the readership of RADIO-CRAFT. 
This leading magazine enables you to tune-in economically 
on 950,000 influential technicians 


trol the buying for industry, stores, and government. 


The readers of RADIO-CRAFT will listen to your message 


avidly because they are hungry for the information they 
invariably find in this publication—their favorite technical 
magazine. 
RADLO-CRAFT consult our READER ANALYSIS SUR- 


VEY. It contains additional data on the industry which 


you will find useful. 


Dr en ee ee ee ee 


RADIO-CRAFT, 25 WEST BROADWAY, NEW YORK 7, N. Y. 


Kindly send me a copy of your SURVEY. 
Name Title l 
Company 

Street Zone No. State 


the very men who con- 


If you wish to learn more about the readers of | 


Every display that does not perform its job becomes 
dead storage. Display Guild plans, designs and 
fabricates each point-of-purchase display to con- 
form exactly to its specific function. This highly 
developed technique embraces metal merchan- 
disers; cabinets, stands and dispensers utilizing a 
wide variety of materials; as well as the building 
of I busi hibits, etc. Let us help design 
your post-war displays now. 
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“ of the American Newspaper Pub-| newsprint usage in the U.S.A. was; February and 537,000 tons in Jan-| : 
] mproved Paper | lishers Association, * Pevealed, | slightly under 4,000,000 tons in| uary. Regulation W Is 
|He adds, however, that ultimate | 1941.” eT : F ; " a 
upply Seen for \increase in the world supply of} Little or no definite information | Inventories Still Low Likely to Remain, 
forest products, particularly pulp jis available about prospective pulp} Consumption for March was "e- : 
s nd Half of Year ‘and paper, will give early relief|and paper supplies from Norway | §12,000 tons, leaving an inventory Officials Predict 
: ‘ to the over-all paper and pulp/or Finland, Mr. Chandler reported. | "7 é - a 
. pap tere ‘of 287,000 tons. Of this fact Mr. 
:. Continued from Page 1) shortage in the United States anon ‘Hoyt said. “While this receipt fig- 7 oe May peg 
.djustment for the Swedish pulp | “that will eventually react favor- a 4. acco ete face .|/eral Reserve Board is not likely 
“o . they are expecting sorte. ably on newsprint.” March Receipts fees om: one iv =e ee ee modify regulation W, govern- 
7 yeanwhile, OPA was conferring| Responsible Swedish representa- nave — — e sharp 8ain | ing instalment sales, officials said 
4 with the War Shipping Adminis- | tives believe that Sweden is pre- for Waste Paper in receipts because the demand | recently, since inflationary dan- 
2 tration in an effort to anticipate | pared to ship 625,000 tons of pulp 2 for paper has kept consumption | gers will not decrease with the 
= the probable cost of bringing the | when the Kattegat and Skagerrak Hit Record High | abreast of receipts.” , war in Europe at an end. 
pulp to this country. are cleared for marine traffic, Mr. | Two serious problems which| The board’s attitude is indicated 
—_ d ‘ Chandler said, but at least half Washington, May 17.—Finalj|face the division, Mr. MHoyt|by the fact that it is considering be 
ean Higher Cost Cited of this tonnage will go to Great|March waste paper receipts were| pointed out, are: 1. Maintenance | additional controls in various 
eodo- The importers contend that the|Britain and liberated countries. | the highest attained since the cam-|of operations with cessation of| fields. For some time now, it has 
etics, st of bringing the pulp here will|‘“In 1937,” he pointed out, “all|paign began in the fall of 1943,/European hostilities; 2. Satisfac-| been considering a complete ban 
news. ve considerably higher than before | European countries exported more|Tom Hoyt, director, conservation | tory collection systems during the|on new loans against stock mar- 
Ben ‘he war. On the other hand, OPA |than 6,000,000 tons of pulp and/and salvage division, War Produc-|summer vacation period. Mean-| ket collateral. Board Chairman 
the yelieves that operating and insur- | Paper. _ Only 310,384 tons was | tion Board, said in a recent memo- while, he said, “the waste paper| Marriner S. Eccles and other gov- a 
nce costs will decline sharply |newsprint for the U. S. Sweden/randum to the field organization.| problem will be more important|ernment officials also have been a 
—— Buithin a few weeks as mines are |Shipped_ 63,000 tons of newsprint | March receipts totaled 640,000 tons|in the next six months than it| considering clamping some kind of 7 
eared and the U-boat menace is|to the U.S.A. in that year. Total!compared with 515,000 tons in|has been heretofore.” lid on real estate sales. a 
AV diminated. 
In London, War Shipping Ad- | 
ninistration representatives were 
reported busy negotiating a ship- sania 
ing rate with the Swedes. It is a 
a Re that Sweden is anxious | — — —_ . . — - 
15.— o reestablish its U. S. market, and | 
Mtg that it is prepared to use its own | 
ce in (pups in transporting the pulp. 
ntest Before the war, it was pointed 
ucted ut, nearly 40% of Sweden’s an- 
con- ual pulp supply was sold in the 
since United States. While other mar- 
kets are now available in Europe 
eo” j for the Swedish reserves, the 
css fgSwedes are understood to be un- 
ay willing to risk the U. S. market. 
— To Meet June 6 | 
Sufty, WPB will get down to the third | 
Os- juarter pulp allocations late this | 
eney. veek, with the final decisions due | 
and fter a requirements committee 


Mills eeting June 6. ; 
: Early this week, it was Officially 
1 860 evealed that Canadian pulpwood 


ports supplies may increase as much as 
arded ‘0 6% during the third quarter 
agen- go! the year. Much of this increase 
e the vill go to meet deferred orders, 
ted. but officials believe that this will 


be the beginning of a general loos- 
ening of the pulp supply. 
Whether or not the Canadian and 


orpo- ™Swedish pulp permits more gener- | 
. will us allocation of paper during the 
f the @§third quarter, officials of the WPB 
es on printing and publishing division 


ystem expect that it will be easier to get 
ed in rders for paper filled. It may 


risinc #™even be possible to remove some 4 ba 
if the restrictions, and by the ere iS no in 
fourth quarter, to increase paper 


rexel 
rations. 


QPs CEILING BARS more convincing than a CHAMP! 


gency 
yency, 
New York, May 17.—If the OPA 
consents to increases in the price | 


Luck? Maybe—but most champions’ “‘luck"’ consists of ability—PLUS years of 


as ap- pulp from Sweden, America | 

\dver- H™will soon be receiving pulp at the | good, hard work. 

Ohio Hate of 100,000 tons per month. . ; 
with #§Tthe reason given for the higher This holds true in the publications field. Here, for 37 years, Electrical Merchandis- 


Iding, @§price is that Swedish mills oper- | 


ate at a higher cost than either | ing has plugged away with the hard-working editorial excellence that has put it 
American or Canadian mills due in a class by itself. Not “swivel-chair” editing—but plenty of headwork and foot- 


the fact that coal costs in . . at ‘ 

Sweden are three times as high as work-in-the-field for its 8 full-time editors and 50 able correspondents. 
os Price asked is about 5% over 
elling, 


There is no lack of shipping 


pace j h as the Swedish 

“i ae THERE IS ONLY ONE ELECTRICAL MERCHANDISING 
place sunken ships with new ones i aenmeenan 
‘troughout the war. Furthermore, 


Such service has brought success to Electrical Merchandising AND fo its readers. 


‘the pulp would be shipped in . .. and it is accepted by the appliance industry as Its circulation is another proof. Over 25,000, cov- 
swedish ‘ ] ee eos . . . . ‘ , 
lipped R= cong Dh ven ot. sa THE authoritative source of statistical material. erg all worthwhile outlets selling electrical appli- 
sea eae —— ag ty THE accepted source of important reporting and ances and radios. Outlets including department 
| dot ,000, ons of pulp an- P ? é 
| nually to the U. S., and desing truly helpful suggestion. stores, electrical specialty dealers, contractor deal- 


‘he war continued to supply Great 
Sritain and Germany. 
lease of Sweden and Norway 
var blockade conditions will | proves this. 78% more pages of advertising than 
( :csult in immediate and mate- | 
al improvements in newsprint 
.’ W. G. Chandler, president | 


ers, utilities, hardware, house furnishings and furni- 


. , Se _—s" i | . 
Electrical Merchandising’s advertising scceptance ture stores. Recent surveys show that Electrical Mer- 
oo eee ae chandising is the retailers’ choice by 7 to 1! 

the second publication in its field for the year 1944. 


45% of these pages were exclusive. Out of 218 adver- Yes, there is only one 


— 


tisers using Electrical Merchandising, the second Electrical Merchan- 


F > POSTWAR PLANNING | publication, or both, 51.8% concentrated in Elec- dising — and it is 
‘ trical Merchandising. CHAMP! 


We -an clip all, or typical, speci- 
: advertisements and editorial 


on postwar themes. Many 


Ph $e ations are. building postwar 2 7 

x + Biter e files NOW. We have back a ’ 
/ © es of most business papers. f 

/ Writ for Booklet No. 20, “How Busi- 


*s Uses Clippings” that shows how | 
4cturers and their advertising | 
s use this service. 


The Retailers’ Choice by 7 to 7 


A McGRAW-HILL PUBLICATION - 330 WEST 42nd SiREET - NEW YORK 


*S CLIPPING BUREAU 
BS ye FARM. ye GENERAL 


ASALLE ST., CHICAGO 1, ILL. 
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WPB Lifts Wraps 
on Coin Machines; 
Big Boom Expected 


(Continued from Page 1) 
manager of O. D. Jennings & Co., 
one of the largest makers of slot 
machines and other coin machines, 
expects that the industry will turn 
out $200,000,000 of equipment an- 
nually the first year of full pro- 
duction. His own company alone 
expects to make $10,000,000 of 
these machines a year as soon as 


it gets the material and man- 
power. 
The WPB action, incidentally, 


will not mean that the industry 


will at once resume full produc-| 


tion. Those in the field assume that 
the principal reasons why WPB so 
early authorized these manufac- 
turers to resume production are 
that their wartime record for turn- 


ing out submachine guns, 


radar | 


ie Sa, 
Reale 


equipment, precision instruments, 
etc., was second to none, and that 
they have shown ability to shift 
so rapidly to various kinds of pro- 
duction that they are the most 
likely plants to absorb idle man- 
power rapidly in the reconversion 
period. 


Materials Aren’t Available 


Such materials as copper, lum- 
ber, electronic devices and trans- 
formers needed to turn out coin 
machines are, of course, still not 
available in large quantities. Sev- 
eral plants here—the center of the 
industry—indicated this week that 
they will turn out juke boxes, 
candy bar dispensing machines 
and the like only in small quanti- 
ties and during slack periods for 
several months at least. Ninety- 
five per cent of the industry is 
engaged in war work. 

A newcomer to business since 
about 1936 or 1937, the coin ma- 
chine industry is already one of 
the largest in the country. Vend- 
ing machines alone are a big in- 
dustry. There are some 165,000 
coin-operated Coca-Cola beverage 
machines, which are worth $30, 
000,000, and about 25,000 other 


beverage machines in operation. 
There are 250,000 candy bar ma- 
chines, 126,500 cigaret vending 
machines and about 3,000,000 
penny machines of the nut, gum 
and candy type. 


Need 1,413,500 Machines Now 


Billboard found in a recent sur- 
vey that, in addition to the above, 
there are now being operated 250,- 
000 pinball games and 600,000 
coin-operated counter amusement 
devices, 200,000 “console” and 
100,000 ‘‘miscellaneous” amuse- 
ment games, and 300,000 juke 
boxes (the trade approves the 
term “juke boxes’). 

Operators of all types of coin 
machines, exclusive of Coca-Cola 
and penny machine operators, in- 
formed Billboard early this year 
that they have immediate need for 
1,413,500 coin machines, chiefly to 
replace machines retired in the 
past three years. 

Manufacturers of this equipment 
have seen their plant capacity at 
least double, on the average, dur- 
ing the war period. It is safe to 
presume this plant expansion will 
reflect greater output of the ma- 
chines after the war, although 
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Bally Mfg. Company expects to 
turn in part to making sewing 
machines, and other large firms 
will make other products. 


Plants Adopt Machines 


Vending machines will be turned 
out in much greater quantities, it 
is believed. Chief reason for this 
is the fact that during the war 
many manufacturers have adopted 
the view that good labor relations 
policy calls for installation of such 
machines. The industrial plant 
market for candy, cigaret and 
other merchandise machines had 
barely been tapped prior to the 
war. 

Vending machines and other 
coin machines are now housed in 
more than 1,000,000 retail estab- 
lishments. Retailers for several 
years fought against such ma- 
chines, but now there is almost 
universal acceptance of these as 
trade boosters. Not a few bars, 
cafes, filling stations and clubs 
make enough off these machines 
to cover rent and taxes on their 
establishments. 


Cigaret Sales Heavy 


It has been estimated in the 
trade that, in 1941, 657,000,000 
packages of cigarets were sold 
through machines, as were 625,- 
000,000 candy bars, and that $78,- 
000,000 worth of nuts, gum and 
candy were dispensed through 
penny machines. 

The juke boxes, besides provid- 
ing an important source of reve- 
nue to their operators and to stores 
in which they are placed, are con- 
sidered extremely important to 


Decca, Victor and other makers 
|of phonograph records. Possibly 
|half of all records produced each 
| year are used in juke boxes. 

| Despite the ill repute in which 
|many hold slot machines, the 
“one-armed bandits” constitute a 
fairly substantial amount of the 
output of several coin machine 
makers and most of these ma- 
chines are housed in private clubs 
where they enjoy a fair respect- 
ability. No one seems willing to 
estimate how many are actually 
in operation, but the federal tax 
of $100 a slot machine was col- 
lected last year on 77,000 “jack- 
pot”? machines. 


Pepsi-Cola Wants Machine 


Neither can those in the indus- 
try say exactly what types of ma- 
chines will dominate the market 
in the future. Pepsi-Cola is en- 
couraging designers to turn out 
a good machine for dispensing 
Pepsi in paper cups. So far none 
of the machines that mix and pour 
beverages has proved long-lasting, 
and Pepsi-Cola has not had a ma- 
chine of its own for bottled Pepsi. 
Coca-Cola coin machine sales have 
been reported at around $125,000,- 
000 a year. 

It is known that machines have 
been devised to cook hot dogs by 
electronic devices, and other types 
of machines, both of the amuse- 
ment and vending types, are being 
experimented with. Some of these, 
like hot coffee and soup dispens- 
ers, may win a place in the field. 
In the past, however, only a few 
types—those for cigarets, candy, 
gum, bottles, etec—have found a 
permanent place in the market. 

Estimates of the kind and num- 
ber of machines to come, though 
they vary widely, are no more 
varied than the estimates of the 
“take” of coin machines. These 
estimates have ranged in recent 
years from $100,000,000 to $4 bil- 
lion a year. Mr. Mangan believes 
the coin machines take in around 
$1 billion annually. 


Campbell Ups Nixon 


William B. Nixon, assistant sales 
manager for the past five years of 
Campbell Sales Company, Cam- 
den, distributor of Campbell soups 
throughout the United States, has 
been appointed sales manager. 


Fields Named Manager 


Paul H. Fields has been ap- 
pointed general manager of the 
American Business Service & Ad- 
vertising Agency, Inc., Detroit. 


Salkover to Baer 


Salkover Metal Processing Com- 
any, Chicago and New York, has 


| appointed S. C. Baer Company, 
|Cincinnati agency, to handle its 
| account. 
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105,000 ‘News’ 
Readers Plan 


to Build Homes 


Chicago, May 17.—Wheth: 
000,000 new homes are built 
first year after restriction 
lifted, or, as Andrew Hivgiy 
urged last week, 2,000,000 are by; 
(AA, May 14), a startlingly hig 
percentage of the new homes ma 
be erected in the Chicago areca, 

Readers of the Chicago Dail 
News alone plan to buy or buij 
105,000 homes in the first yeg 
after the restrictions go. 

This fact was revealed as th 
News told ADVERTISING AGE toda 
of the results of a year-long sur 
vey it has made in the metropoli 
tan area concerning its reader 
plans to buy or build homes, t 
buy automobiles, home freezer 
radios, refrigerators, stoves, wash 
ing machines, household furnitur 
and home furnishings. 

The survey, which was made b 
an independent research agence 
through personal interviews wit 
10.000 News readers, also indi 
cates the number, style and plaq 
of purchase by housewives | 
women’s wear. 


Covers ‘News’ Market Only 


R. C. Seitz, director of mark 
research and advertising promo 
tion of the News, makes no clair 
to have covered the plans 
Chicagoans as a whole. The sur 
vey was undertaken, he points ou 


1, 
i thi 
at 


for the purpose of submitting sep 
arate, printed presentations 
|each News advertiser covering hi 
jown field and interests, and t 
|show how the News can serve hi 
interests. 

Although declining to reve 
what percentage of each incom 
segment of the area is covered b 
the News, Mr. Seitz indicated the 
the paper’s coverage is_ sprea( 
widely through all segments. Eac 
presentation, he said, will sho 
how various income groups pla 
purchases postwar. 


Results Listed 


Readers who said they plan t 
build or buy homes in this are 
plan in 61.3% of the cases to mov 
to suburbs here; 17.4% plan t 
settle in Chicago proper; 14% pla 
to leave this area, and 7.3% hav 
|not made up their minds on thi 
point. 

The findings on home freeze 
demand shows “advertising mus 
build this demand,’ Mr. Seit 
pointed out. They show that 1.6 
of News’ families now own thes 
while only 11.3% will buy freezer 
and 6.5% may buy them. Four 0! 
of five families don’t plan to bu 
any, at least in the first postwa 
year. 

As to automobiles, the surve 
shows 62% of families served b 
the paper own automobiles now 
37.5% or 148,388 families plan 
buy cars (or about as many fami 
lies as there are in Buffalo, N. Y.) 
30.9% of present non-oOwners W! 
buy cars; 76% of those wh 
they will buy have an annual in 
come of at least $3,000. 


Joins Raymond Morgan 

J. Carlton Adair, formerly pres! 
dent of Adair & Associates, ¥ 
Worth, Tex., has joined the sta 
of Raymond Morgan Co! 
Hollywood. 


Join Audit Bureau 


Duane Jones Company al 
Humbert & Jones, both « 
York, have been elected to "em 
bership in the Audit Bur: iu ° 
| Circulations. 


‘NO USE TURNING 
CUSTOMERS AY 


And yet you may d 
| be doing just that. tur 
| There’s a 7 billion i 
dollar market you . 
j}eould encourage ic 
simply a letting — 
these people know you'd welcor = ‘he! 
| business. For the Negro looks t« nye 
| press for guidance. Your adver’ ‘" ;. 
| the Negro papers can earn hi oa 
dence, good will and regular pa’ 026" 
But whether your product co 


| metic, food, drink, wearable, t 
| thing else, it will pay you to te 
Interstate United Newspapers, ; 
Fifth Ave., New York, for the 

| the success stories built out o° “ 
ing this great and growing 
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and monopolistic pricing prac- 
tices,” FTC said. 

Equally enthusiastic about the 
decision was the Patman small 
business committee of the House, 
headed by Rep. Wright Patman, 
co-author of the Robinson-Pat- 
“While all delivered 
price plans have not been out- 
lawed in these decisions, those 
which are discriminatory are held 
to be in violation of the Robinson- 
Patman Act,” he pointed out. 


Sees More Small Plants 


“These decisions should be help- 
ful to small business in encourag- 
ing the establishment of more 
small plants in those areas where 
the benefit of lower freight rates 
encourages competition. The hand 
of the FTC is materially strength- 


Hope for more small plants 
springs from the deduction that 
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Anti-T 
ew Anti-Trust 
a 
s [fuits May Follow 
th. ' — man Act. 
It 
Court's Decision 
al Washington, May 16.—Small 
gly yusinesses and anti-trust advo- 
me ates here are celebrating twin 
al supreme Court decisions slapping 
JO down “basing point” price sys- 
von? ms established by Corn Prod- 
rst ycts Refining Company and A. E. 
Staley Mfg. Company, two of the 
| as th leading manufacturers of glucose, 
SE todafMimportant particularly in candy 
Ong surgi manufacturing. A 
etropolif™ The small business people see | ened. 
reader@™ie ruling as a boon to decen- 
omes, (@iralized manufacturing, among 
freezerg@™ ther things, while the FTC be- 
S, Wash@@jeves that the way is now open 
urnitur@r effective anti-trust prosecu- 
jon of a number of large firms 
made bg which have instituted “base point 
agenc¥M pricing’ in the steel, chain, malt, 
WS Wit§asbestos and cement industries, to 
$0 indifname but a few. 
nd pla Within the government, only 
rives OPA is disturbed by the situation, 
for a number of OPA ceilings are 
Only anchored to the now outlawed 
@ 1 4 : ” 
| “base point prices. 
oe Court Aligned with Foes 
no clair “Base point prices” are de- 
lans folfended by their users as an in- 
The su¥™ctrument of competition, and just 
Nts ¢ s ardently condemned by their 
Ing sep#™% foes as an instrument of discrim- 
10ns — nation. The Supreme Court| 
ring hig joined unanimously with the foes, | 
and t@and called them a flat violation 
erve hifMof the Robinson-Patman Act, anti- | 
trust statute enforced by FTC. | 
reve The cases that finally reached 
incom@ the Supreme Court were FTC 
vered b¥Mrulings against Staley and Corn 
ited tha Products. Although Staley is lo- 
sprea@@ cated at Decatur, Ill., and Corn 
its. Eaci Products at Kansas City, both 
ill show firms were basing their prices | 
ips pla from non-existent Chicago plants, | 


large firms will attempt to manu- 
facture locally rather than attempt 
to overcome the disadvantage of 
distance by artificial shipping 
charges. Staley had insisted that 
it adopted Chicago prices in order 
to meet competition. Noting that 
a firm in Staley’s home town of 
Decatur paid $2.27 per 100 pounds 
for glucose manufactured locally 
(Chicago price plus freight), 
while the same glucose was 
shipped to Chicago and sold for 
$2.09 (the base price), the court 
concluded that the artificial ar- 
rangement was discriminatory. 


May Adjust Prices 


An interesting by-product of the 
decision was the dilemma posed 
to OPA. The glucose firms and 
others had their ceiling prices 
anchored to the base point system, 
so OPA found itself in the posi- 
tion of authorizing an illegal price. 


Pending further study of its dif- 
ficulty, the agency pointed out 
that no one was required to charge 
the top price, so firms were free 
to adjust discriminatory prices 
downward in line with the Su- 
preme Court ruling. If the ad- 
justment resulted in unprofitable 
business, OPA suggested that the 
basing point firms go through the 
regular procedure for permission 
to increase or adjust price sched- 
ules. 


Open Chicago Agency 

Harry A. Powers, George A. 
Miller and Victor Trautwein, who 
have been associated with Nelson, 
Wells, Tiedman Company for more 
than 11 years, will open their own 
advertising art studio under the 
name of Trautwein, Miller & Pow- 
ers Company, at 228 N. LaSalle 
St., Chicago, on June 1. 
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G-E Names Chamberlain 


Receiver Sales Manager 


Paul L. Chamberlain, with Gen- 
eral Electric Company since 1942, 
has been named manager of sales 
for the receiver division. His 
headquarters will be in Bridge- 
port, Pa. 

Also announced by G-E were 
appointments of Henry A. Cross- 
land as assistant to the manager 
of the government division in 
Washington, and of James D. Mc- 
Lean as manager of sales for the 
transmitter division in Schenec- 
tady. 


Gould Appointed 


William C. Gould has been ap- 
pointed sales manager, marine de- 
partment, of the General Motors 
Corporation’s diesel engine divi- 
sion, at Detroit. 


charging a price as of Chicago, | 
plus freight to whatever city the | 


ustomer was located in. 
plan ¢ In the case of a Kansas City 
his are@™i firm buying from Corn Products, 


to mOv@ the court pointed out, it was pay- 
plan t@ ing freight for delivery from Chi- 
4% pla cago, although the goods were 
3% hav@™ manufactured in Kansas City and 
on thig#never left Kansas City. 
freezé At Price Disadvantage 

ng mu Similarly, any firm located 
r. Seit@™i closer to Kansas City than to Chi- | 
iat 1.6 ‘ago paid “phantom freight” on 
yn thes@™ its purchases, and was at a pricing 
freezerg™ disadvantage. 

Four ov FTC hailed the decisions as “the | 
| to bug most important and far reaching 


postwaf™ in years” relating to this widely 
used business practice. “The opin- 
surve m appears to be a confirmation 


rved b f the FTC’s condemnation of the 
es nowg practice in its famous Pittsburgh 
plan t@ plus case against the United States 
iy famig™ Stee! Corporation and also to pro- 


_N. Y.)g vide a new instrument for dealing 


ers Wi with the problem of monopoly 
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Per Capita 
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. Ned $5 % Greater 
reau 4 
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Source: 1939 Census 
‘ey live better in Greenwich, 


u nn., ALL THE TIME. This is a 
tur manent market. 
TT This “A” Market Deserves 
cs an “A” Schedule 
jet 1 ° . 
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~ el) reenwich time 
rt ng n AN A. B. C. NEWSPAPER 


= ten called: “‘The Best Suburban 


aa Daily Newspaper in America.” 
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spots? 


Aw you having trouble getting space or good radio 


Then read this straight talk about the answer to 


your problems! 


embracing medium. 
advertise four different ways. 


Actors demonstrate the things you have to sell in 
actual use. You can tell your merchandising 
message in as many words as are usually found 
in a full page magazine or newspaper ad. And 
the screen is as big as an outdoor billboard. 
Four channels of communication consoli- 
dated in just 60 seconds — and you get the com- 
bined advantages a one minute film embodies! 
Through this highly effective advertising 
service, you reach an audience within reach of 
vour product. Because these one minute movies 


Motion picture advertising, more than ever. is 
today’s most profitable sales promotion to produce 
results for your product! 

It’s amazing what you can accomplish with this all- 


In just one minute you can 


Your complete sales story — with sound effects and 
voices — just as you hear in radio commercials. 


are shown in local theaters 


you choose. 


Motion Picture advertising features all 


Thus 


you get selective coverage in the areas you want to 


dominate! 


So strong is the power of suggestion on the screen, 
it packs a world of pleasure, and, at the same time, 
activates a capacity audience to sit up and take notice 
of your product. The dramatic action in these films 
inspires folks to buy. Such audience participation 


stimulates sales! 


And, mind you, this vast audience of potential 


customers sees and hears all your message. So you 
get the institutional value of this advertising as a 


valuable extra! 


Why not consult a service specialist from one of 
the offices listed below — today? He will gladly show 
you how easily motion picture advertising merges 


the best elements of the other four media to give you 


the substantial results your promotional activity 


demands. 


United Film 
Service, Inc. 


2449 Charlotte St. 
Kansas City, Mo. 


333 N. Michigan Ave., 
Chicago, Ill. 


4736 17th St., So., 
Minneapolis, Minn. 


11 Mclean Avenue, 
Detroit, Mich. 


Motion Picture Advertising 
Service Co., Inc. 


70 East 45th St., New York, N. Y. 

1032 Carondelet St., New Orleans, La 
141 Walton St., Atlanta, Ga. 

82 Madison Ave., Memphis, Tenn 

418 Watts Bldg., Birmingham, Ala. 
923 15th St., N.W., Washington, D. C 

3 Langdon Square, Cambridge, Mass. 
2339 Bryn Mawr Ave., Philadelphia, Pa 
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etwork Sponsors Reveal 
ot W eatherReplacements 


Coca-Cola Switches 
to Mutual; Standard 
Brands Signs Allen 


New York, May 16.—Advertisers 
on the four major networks, busy 
for the last two months on summer 
plans for their shows, seem to have 
completed decisions this week as 
to whether hot weather enter- 
tainment will be substituted for 
regularly scheduled programs, or 
broadcasts will be discontinued for 
the summer months when listening 
audiences are reduced. 

To date, 18 have reached de- 
cisions on new talent for the late 
June, July and August periods, 
while about 10 advertisers are 
going off the air completely, tak- 
ing advantage of their contractual 
hiatus privileges. 

Others Undecided 


Several advertisers are still in- 
definite: P. Lorillard Company 
plans to replace the two Old Gold 
shows on CBS and NBC, “Which 
Is Which” and “Comedy Theater,” 
and is reported to have purchased 
“Name It and Claim It” to fill one 
of the spots. Lennen & Mitchell 
is the agency. 

Standard Brands has been unde- 
cided on summer plans for the 
NBC “Eddie Bracken Show” be- 
cause of the imminent military 
draft of Mr. Bracken. Summer 
plans remain indefinite, therefore, 
but the company plans to sponsor 
Fred Allen this fall in the current 
Sunday 8:30-9 p.m., EWT, spot 
Bracken now fills. It will mark 
Allen’s return to radio after a 
year’s rest from a regular broad- 
cast schedule following doctor’s 
orders. Allen has made numerous 
guest appearances throughout the 


year, his last series being for 
Texas Company’s “Texaco Star 
Theater” on CBS. Agency for 
Standard Brands is J. Walter 
Thompson. 
Will Use New Show 
Other sponsors indefinite on 


summer plans include Kraft Cheese 
Company for “The Great Gilder- 
sleeve” on NBC; Lever Bros. Com- 
pany for “Bob Burns” on NBC, 
and R. J. Reynolds Tobacco Com- 
pany for “Abbott & Costello”, also 
NBC. Time, Inc., has not yet re- 
leased plans on the usual hiatus 
for ‘““March of Time” on the Blue, 
although a decision is expected 
late this week or early next. 

Sales Builders, Inc., which spon- 
sors Frank Sinatra on CBS for 
Max Factor cosmetics, plans to 
put in a new show June 6 to July 
4, after which the time Wednes- 
day 9-9:30 p.m., EWT, will revert 
to the network until Sinatra re- 
turns to the program August 29. 
Agency is Smith & Drum. 

One of the more confusing sum- 
mer arrangements is that made by 
General Foods Corporation for 
two of its NBC shows. “The 
Adventures of Topper,” starring 
Roland Young, will be heard on 
137 NBC stations, Thursdays, 8:30- 
9 p.m., EWT, starting June 7, as a 


summer replacement for ‘Maxwell 


House Coffee Time.” The new pro- | 


gram will be spotted one half hour 
later in the second portion of Gen- 
eral Foods’ 8-9 p.m. hour now 
occupied by Dinah Shore _ for 
Birds Eye frosted foods. Benton & 
Bowles is the agency. In the fall, 
General Foods will replace “Coffee 
Time” starring Frank Morgan, with 
Burns and Allen, who give up 
their Lever Bros. Company pro- 
gram for Swan Soap on CBS 
July 2. 


To Feature Dunninger 


Lever, for the summer months, 
is currently preparing a musical 
show with Dunninger, the mental 
magician, to replace “Amos ’n’ 
Andy,” but so far has not settled 
on a summer show to substitute 
for Bob Burns, according to Ruth- 
rauff & Ryan, agency in charge. 

Coca-Cola Company has an- 
nounced a readjustment for, the 
summer of “Victory Parade of 
Spotlight Bands,” the program to 
switch from the Blue to Mutual 
Broadcasting System June 18, at 
the same time being reduced from 
six nights weekly for 25 minutes 
to Monday, Wednesday, Friday, 
9:30-10 p.m., EWT, on 240 outlets, 
The change is being made to reach 
the territories of more Coca-Cola 
bottlers, with format of the show 
remaining the same. D’Arcy Ad- 
vertising Company is the agency. 


Switch of this show, following an | 


earlier move by Coca-Cola of its 
Morton Downey program from 
Blue to Mutual, is estimated as a 
$4,000,000 loss in gross billings for 
the Blue. 


MBS Adds American Home 


Mutual gains another advertiser 
the early part of June when Amer- 
ican Home Products Corporation 
for Anacin starts “Real Stories 
from Real Life,’ Monday through 
Friday, 9:15-9:30 p.m., EWT, on a 
coast-to-coast hookup. Agency is 
Dancer - Fitzgerald - Sample. The 
adjoining chart covers the four 
networks. Where there are blanks 
in the “Replacement” column, the 
program is leaving the air with no 
substitute show planned. 


Dinerman Heads Agency 


Edward V. Dinerman, vice- 
president of Stokes-Palmer-Din- 
erman, Inc., Cincinnati, has been 
appointed president of the agency, 
succeeding Edward E. Stokes, who 
has resigned to take up residence 
in Florida. William A. A. Castil- 
lini has been elected vice-president 
in charge of sales. Fred Palmer 
also has resigned as_ secretary- 
treasurer. His future plans have 
not been announced. 


Names Christiansen 
Christiansen Advertising Agency, 
Chicago, has been appointed to 
handle the account of the Brauer 
Bros. Shoe Company, St. Louis. 
Plans call for continuation of the 
regular schedule in Harper’s 
Bazaar, Ladies’ Home Journal, 
Mademoiselle, Vogue and Woman’s 


'Home Companion, 


" 


The Diary of an Ad Man, by James Web! 
Young aptures the elusive human qualities 
which make iver s essful 

wi the eria book first began to 
apr week y week Advertising Age, the 
reade ponse a ¢ For this is a book 
at advertis 8 sines and life—dif 
ferent from any other ever published. In it one 
" the wuntry s best known advertising men has 
put dowr lay by day eighteen months, what 
he saw lid, felt, thought, and read And put 
it down wit! sh a gift for words, such wit 
want to read and 

ur life! 
known, has had 
long for He 


became one of the 
Ttising eeopywriters 


and idea me Later he headed the Bureau of 
Foreign and Domestic Commerce in Washingtor 
and taught at the University of Chicago He 
mes traveled all over the world for business and 


Dieasure 


NEW BOOK 
PUTS SALT 


wos ON THE TAIL 


eas . ~o wont 
otis OP vy oF 
sed . 


OF 
ADVERTISING 


The Diary of an Ad Man brings you a dis- 
tillation of his experience, and of the philosephy 
which grew out of it It is a human document 
of our times, and wil I predict, be referred 
to in the future as istorical source material 


in the siness life of our day It is a boek 
that will inspire you and excite you; that will 
make you chuckle and make you mad; that will 
pay you dividends usable ideas, stimulated 
thinking, and pure enjoyment 


I want to put a copy of this fruitful book in 
the hands of every man who has anything to do 
with advertising—or hopes to—because I know 
he will relish both its eontents and its handsome 
format. So I make you this offer: Sead me your 
order for a copy ef The Diary ef as Ad Man 
oday, and if you are not satisfied that it is 
worth all I say, I will refumd your money with 
it question The price is $3 per eopy, post- 
paid Send for it now G. D. Crain, ZJr., 
Publisher, Advertising Age, 100 E. Ohie St., 
Chicago 11, Ill 


NBC 


Sponsor 
American Tobacco Co, 
Bristol-Myers Co. 
Bristol-Myers Co. 
Brown & Williamson 

Tobacco Corp. 
Colgate-Palmolive- 
Peet Company 

I. du Pont de 
Nemours & Co. 


Program 
“Jack Benny” 
“Time to Smile” 
“Duffy's Tavern” 


“Raleigh Room” 
“Kay Kyser” 

E. 
“Cavaleade of America” 


General Foods Corp. 
General Foods Corp. 


“Coffee Time” 
“Dinah Shore” 


S. C. Johnson & Son “Fibber McGee & Molly” 


Kraft Cheese Co. “Kraft Music Hall” 
Kraft Cheese Co. 
Meo { 

Lever Bros. 
Lever Bros. 


“Great Gildersleeve” 


Co, 
Co, 


“Bob Burns” 
“Amos ’n’ Andy” 


P. Lorillard Co. 
Pepsodent Co, 


“Comedy Theater” 
“Bob Hope” 


Procter & Gamble Co, 

Procter & Gamble Co. 

R. J. Reynolds To- 
bacco Co. 

Sealtest, Ine. 


“Teel Variety Hall” 
“Truth or Consequences” 


“Abbott & Costello” 
“Joan Davis” 


Socony-Vacuum 
Co. 
Standard Brands 


oil 
“Information Please” 
“Eddie Bracken” 


CBS 


Campbell Soup Co, “Jack Carson” 


Cresta Blanca Wine 

Company “This is My Best” 
General Foods Corp. 
General Foods Corp. 


“Kate Smith” 
“Kate Smith Speaks” 


General Foods Corp. 

International Silver 
Company 

Lever Bros. Co. 


“Toasties Time” 


“Ozzie & Harriet” 
“Lux Radio Theater” 


Lever Bros. Co. 
Lewis-Howe Company 


“Burns & Allen” 
“Here Comes Elmer” 


Thos. J Lipton 

P. Lorillard Co, 
Pabst Sales Co. 
Sales Builders Ine. 


“Inner Sanctum” 
“Which is Which” 
“Danny Kaye” 
Frank Sinatra 


United Drug Co. “Moore-Durante” 
BLUE 
Allis-Chalmers Mfz. 

Co. “Boston Symphony” 


Coca-Cola Company “Spotlight Bands” 


Aluminum Co. of 

America “Miss Hattie” 
American Meat Insti- 

tute “Life of Riley” 


General Foods Corp. 
General Mills 
Andrew Jergens Co. 
G. W. Luft Co, 
Phileo Corp. 

Sweets Co. of America 
Time Ine. 


MBS 

Chesapeake & Ohio 
Railroad Co, 

Goodyear Tire & 
Rubber Co. 

Petri Wine Co. 

Reichhold Chemical 

Seven-Up 


“Hop Harrigan” 
“Jack Armstrong” 
“Walter Winchell” 
“Tangee Varieties” 
“Hall of Fame” 
“Dick Tracy” 
“March of Time” 


“Let’s Face the Issue” 


“Roy Rogers” 
“Sherlock Holmes” 
“Detroit Symphony” 
“Fresh-Up Show” 


Replacement 
“Wayne King” 
Cantor on vacation 
“Correction Please” 


“Sigmund Romberg” 


“Phil Harris” 


Hiatus 


(Burns & Allen in fall) 

“Adventures of Topper” 
(for Maxwell House 
coffee) 

“Victor Borge” 


Edward Everett Horton 
Indefinite 


Indefinite 

“Dunninger Musical 
Show” 

Indefinite 

“Man Called X” 


Hiatus 
Hiatus 


Indefinite 
Davis off June 28, 
Jack Haley continues 


“Rise Stevens” 
Hiatus 


“The Saint” 


“The Doctor Fights” 


Hiatus 
Commercial change to 
Sure-Jel, Certo 


Hiatus 


“Silver Theater” 


Hiatus 


(Joan Davis—Aug. 27) 

“Beulah” 

Hiatus 

Indefinite 

Harry James Orch, 

Hiatus—Sinatra off 13 
weeks 


Ray Bolger—Guests 


“Boston Pop Concerts” 


Various Commentators 
Cut to half-hour 


Hiatus 


Hiatus 
“Symphony of Americas” 
Bert Wheeler added 


Advertising Age, May 2 


How Advertisers Will Replace Shows This Summe; 


Date 
June 3- 
June 20-Oct. 3 
June S8-Oct. 5 
June 12-Sept. 11 
July 4-August 
June 2 
May 31 
June 7 
June 19- 
July 5 
July 1-Sept. 2 


June 2S 


June 2 
Indefinite 
June 5 

July 7-Sept. 20 


July 7-Sept. 8S 


June 21 


June 18 
Indefinite 


June 20 
June 5 
June 17-Sept. 9 


June 1 


June 17 


10 
2-Aug. 


June 

July 20 

July 2 

July 2 

July 3-Aug. 21 

Indefinite 

June 8 

June 6-Aug. 

(new show, 
June 6-July 4 

July 6-August 


29 


May 5 
June il 


June 10 


July 8 
July-Sept. 

May 21-Sept. 3 
July-Sept,. 

May 2: 

May 6 

May 28 
Indefinite 


May 
May 15 
May 2S 
April 14 
May 16 
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Agency 
Ruthrauff @ ; 
Young & Ry 
Young & Ru 


an 
aim 
am 


Russel M. See. 


Ted Bates, Ip 

Batten, Barto, 
Durstine & ©» 0, 

Benton & Bow ex 


Benton & Bow ex 


Needham, 
Brorby 

J. Walter Thon psoy 
Co, 


Louis & 


Needham, Lonis 
Brorby 
Ruthrauff & ityan 


Ruthrauff & ftyan 

Lennen & Mitchel) 

Foote, Cone & 
Belding 

Biow Company 

Compton Ady. 


Wm. Esty 
McKee & 


& Co, 
Albrighd 


Compton 
J. Walter 
son Co, 


Ady. 
Thomp 


Foote, Cone & Beld 
ing (shift to Ward 
Wheelock Co.) 


Batten, Barton, 
Durstine & Osborn 
Young & Rubicam 
from Y&R to 
Benton & Bowles 
for summer 
Benton & Bowles 


Young & Rubicam 

J. Walter Thompson 
Co, 

Young & Rubicam 

Roche, Williams & 
Cleary 

Young & Rubicam 

Lennen & Mitchell 

Warwick & Legler 

Smith & Drum 


Young & Rubicam 


Ady. 
Ady. 


Compton 
D’Arcy 


Fuller & Smith & 
Ross 

Leo Burnett Co. 

Young & Rubicam 
Knox Reeves Ady. 
Lennen & Mitchell 
Warwick & Legler 
Hutchins Ady. Co. 
Ivey & Ellington 

Young & Rubicam 


Kenyon & Eckhardt 


Young & Rubicam 

Young & Rubicam 

Grant Advertising 

J. Walter Thompson 
Co. 


Blue to Carry 2 
‘G-M Hour’ Shows 
Also Kept on NBC 


Minneapolis, May 15.—General 
Mills, Inc., in order to gain addi- 
tional coverage for two of its 
long-standing NBC programs, 
“Hymns of All Churches” and 
“Betty Crocker,” has signed with 
the American Broadcasting Com- 
pany to place the four 
weekly and once-a-week concur- 


rent shows on the full Blue Net-| 


work, Monday to Friday, 9:30-9:45 
a.m., CWT, beginning July 2. 

As part of the General 
Hour, which includes “The Guid- 
ing Light,” “‘Today’s Children” and 
“Woman in White,” heard Mon- 
days through Fridays on the full 
NBC network from 1 to 1:45 p.m., 
CWT, the hymnal show and recipe 
program will continue to be heard 
on 38 NBC stations from 1:45-2 
p.m., CWT. It is this last quarter 
hour, for which NBC was unable 
to get full station clearance, that 
is said to have prompted purchase 
of the Blue time. The new con- 
tract with the Blue will be for 52 
weeks A 52-week renewal with 
NBC for the General Mills Hour, 
effective June 1, was also an- 
nounced today. 

Products advertised on the pro- 


times | 


Mills | 


grams include Betty Crocker soups, 
Bisquick, Wheaties, Cheerioats and 
Gold Medal Kitchen Tested flour. 
Agency for General Mills _ is 
Dancer - Fitzgerald - Sample, Chi- 
cago. 


Convention Ban 
Won't Be Lifted 
‘Soon, ODT Warns 


| 

Washington, May 16.—Into the 
|\V-E Day melee of evaporating 
government controls, ODT chief 
J. Monroe Johnson threw the 


sobering warning today that the|was the ODT campaign bo 


travel situation will remain so 
serious during the next 12 to 15 
months that the ban on conven- 
tions and other travel restrictions 
must be continued. 


In announcing that the ODT) grams 
“Vacation at Home” campaign will 
be resumed this summer, Mr. 


outlined 
railroads 


Johnson 
for the 


the job ahead 


sant to the East Coast; before in- 


tercity automobile passenger t 
shrinks to prewar volume 
said. 

Mr. Johnson indicated that ‘here 
is no chance that the ban on 
meetings involving travel by 
than 50 persons will be lifte 


fore the end of this year, unle: 
the Jap war ends unexpe I} 
within a few weeks. He saic Or 

will be asked 


| ganized baseball 
|to curtail its travels, and the Dan 
;on auto racing and transpor: ‘0? 
| of racing cars will continue. 


| Stresses Home Vacation 


Accompanying the _ stat nen 
|the 1945 “Vacation at Home’ »'°- 
|gram. Stressing organizati ol 
local committees to condi 
| drive in each community, th« 
|paign book is available fron 
section, ODT Infor 
| Division, Washington 25, D 
The campaign suggests a 
week schedule of health, 


in transferring|and morale activities to n 


men and supplies over thousands| vacation at home interest!) 


of miles of single track western 
lines for the war against Japan. 


No Lift Expected in °45 


|calls for the cooperation < 

groups as chamber of com ce 
|newspapers and radio stati i 
|cal advertising agencies an ul 


“It will be many months before | lic relations firms, stores an 


our coastal shipping again takes 


groups. It suggests that a 


its share of the country’s freight|teer advertising unit be for! 


traffic; before the tankers carry 
the ‘greater part of our oil prod- 


prepare and obtain space fi 
on local vacation opportunit 
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FM, Television 
Spots Held Open 
in FCC Report 
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Washington, May 17.—The FCC 
sued a “final” allocation report 
for the high frequency radio 
spectrum today which leaves the 
recise location of FM and tele- 
a 1, on the postwar radio dial 
ynsettled pending further techni- 
al experiments scheduled for this 
summer. 

Although the space between 25 
and 30,000 megacycles was par- 
celled out almost exactly as pro- 
posed in the preliminary report of 
jan. 15, the commission isolated 
the band from 44 to 108 mega- 
yeles aS an unassigned area to 
include FM, television and fac- 
jmile. 

In leaving these services unlo- 
ted, the commission explained 
hat testimony had indicated the 
jesirability of further study of in- 
erference factors before a final 
location is made for FM. Once 
FM is located, other services will 
all the band. 


13 Channels for Television 


It has been decided that tele- 
vision is to have 13 channels, and 

hat FM will have 90, but the 
question remains where the chan- 
nels will be located. The FCC of- 
fered three possible locations for 
FM, as contrasted with its earlier 
lan to move FM up to the 84-102 
negacycle spot. The tentative lo- 
tions are: 50-68, 68-86 and 
34-102. 

The revised report, which fol- 
wed loud protests from radio 
manufacturers, said that additional 
‘ests this summer would be made 
yy a joint committee composed of 
engineers from the commission 
ind the industry, working under 
hairmanship of the commission’s 
‘hief engineer. Once it has been 
ilecided which of the three pro- 
nosed bands are to go to FM, the 
emainder of the 44-108 cycle will 
e divided with 36 megacycles go- 
g to television; two to facsimile; 
four to amateurs and four to fixed 
nd mobile services. 


Says Future Unhampered 


The decision not to make a final 
uling on FM at this time will not 
nany way hamper the future de- 
elopment of the service, the FCC 
aid, because the radio industry 
vil be unable to make sets and 
ransmitters during 1945 and the 
arly part of ’46. 
The commission quoted a letter 
rom the WPB which indicated 
nat the radio industry will be 
irgely tied up with war work un- 
Japan capitulates suddenly. 
The commission said that WPB 
vould give it 90 days’ notice if any 
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a by V. J. Obenour, Jr., 


change in the radio production 
situation appeared likely. 

The final allocation contained 
three principal changes in addi- 
tion to the reserved decision on 
FM: 1. The channel width for sci- 
entific, industrial and medical de- 
vices was widened at the sugges- 
tion of the industry; a 13th black 
and white television channel was 
provided between 174 and 180 
megacycles (color television and 
ultra high frequency black and 
white remain located above 400 
mc); 3. Another six MC band re- 
mained unassigned, available to 
television, FM or other services 
should the need arise. 


To Savage & Talley 


Thomas H. Birch, formerly with 
Chester C. Moreland Company, 
Cincinnati agency, has joined Sav- 
age & Tally, Cincinnati, as crea- 
tive account executive. 


Hood Names Louden 


Henry A. Louden, Advertising, 
Boston, has been appointed to han- 
dle advertising of the flooring and 
plastics division of Hood Rubber 
Company, Watertown, Mass. 


Peace Parley Ad 
Features Booklet 


San Francisco, May 15.—Head- | 


lined “The eyes of the world are 
on San Francisco,” a large-space 
advertisement tying in with the 
United Nations Conference, cur- 
rently in session here, is appear- 
ing in newspapers and financial 
publications over the signature of 
Fireman’s Fund Insurance Com- 
pany. 

Feature of this four-column by 
12-inch advertisement is the offer 
of a 60-page booklet, “Storied 
San Francisco,” produced by 
Gerth-Pacific Advertising Agency 
under the direction of W. Stanley 


Pearce, secretary of Fireman’s 
Fund. 
The copy is appearing in all 


San Francisco newspapers, plus 


bee New York Journal of Com- 


merce, Banking, and Credit & 
| Financial Management. It does 
not contain any selling copy. 
Dedicated to the United Nations 
Conference and designed espe- 
cially to acquaint conference dele- 
gates with the background and 
traditions of San Francisco, the 
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| booklet is being distributed to dis- | EARLE MULLIKEN 


|tinguished visitors here for 


the ley. Copies are obtainable by | 
the general public through the 
company’s agents, brokers and 


| home office here. 


‘Automotive News’ 
Resumes as Weekly 


Automotive News, trade news- 
paper of the auto industry, will 
resume regular complete issues 
with its June 4 edition. Since 
Pearl Harbor the paper has been 
publishing regular editions only 
every other week. The resumption 
of regular weekly editions does 
not involve the use of additional 
paper. 


Heads Parker Sales 


Godfrey J. Parker has been ap- 
pointed general manager of sales 
of the Parker Shirt Company, New 
Britain, Conn. 


Form Kansas Ad Unit 


The Kansas Development Foun- 
dation, Topeka, has been formed 
to raise funds for an advertising 
campaign promoting the state. 


the | 
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Chicago, May 15.—Earle Mulli- 
ken, 67, advertising manager of 
| R, R. Donnelley & Sons Company, 
since 1932, died here Thursday 
after an illness of several months. 
He joined the company in 1907, 
and served as sales manager for 
five years before becoming head 
of the adverti sing staff. 

He will be succeeded by Harry 
J. Owens, who acted as head of 
the department during Mr. Mulli- 
ken’s illness. 


J. LEE ROSBERG 


Chicago, May 15.—Funeral serv- 
ices will be held tomorrow for J. 
Lee Rosberg, 47, advertising man- 
ager for the Lloyd Hollister Pub- 
lications, Wilmette, Ill., who suf- 
fered a fatal heart attack May 14. 


Drops Capitol Records 


Foote, Cone & Belding, New 
York, has relinquished the Capitol 
Records account to handle the en- 
try of Majestic Radio & Television 
Corporation, a prior account, into 
the record field through its re- 
cently formed subsidiary, Majestic 
Records, Inc. 


PYrestiqe 


in the public mind. 


EVENING AND SUNDAY 


A HEARST NEWSPAPER 


than is accorded the Herald-American . . 


readers in Chicago. 


An individual’s prestige is enhanced as his achievements 
multiply. So it is with a newspaper which by its continu- 


ing accomplishments Maintains a commanding position 


No better tribute can be paid the prestige of a newspaper 
. which is the 


consistent selection of the greatest number of evening | 


Nationally Kop resented ty HEARST ADVERTISING SERVICE 
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There’s No End To A Ball..................... New Departure Div. of General Motors 


J. M. Hickerson, Inc. 


No ends, no axis, less friction, more speed—the story of ball bearings. 


Ee a J. E. Sirrine & Co. 


‘ 5 : The Roland G. E. Ullman Organization 
Reconversion means more than simply retracing our steps. 


The Gun’s In A Jam—But The Pilot’s Not!................... Walter Kidde & Co., Ine. 


P ° ° Newell-Emmett Co. 
He just presses a button, and ina second it’s cleared. 


They Picked A Better Apple In The Garden of Science.......... Interchemicai Corp. 


A color thermometer that tells the health of a leaf, the secrets of the soil. — 


RT EE Oe ee ee ere eee oe ee Shell Oil Company 


: . ° ° ci . Walter Th , 
Science betters nature in “improving” perfect vision. ee ee 


Safety Comes In Small Packages............................0.02..... York Corporation 


Air conditioning makes the difference of .000,001 of an inch— re 


sometimes the measure between life and death. 


The Hydraulic “Midget” That Helps Rescue Men At Sea!....... Sperry Corporation 


Young & Rubicam, Inc. 


No bigger than his hand, it lifts a man from a life-raft 
to the safety of a helicopter. 


ee er in 6s Ceo nares ede eReREOe HA EL NSS Oem The Mead Corp. 


It’s the dotted line of the order blank—because only by selling a 


what we produce will production be maintained. 


Underground Agent On A Public Mission..................... Dresser Industries, Ine. 


What it takes to absorb the punch of modern traffic, and ee Te 


keep taking it from generation to generation. 


So We Put Away Our Bugle And Never Blew A Note...... American Broadeasting Co. 


. : , , ' a Batten, Barton, i , Inc. 
No time for boasting about the serious business of keeping a nation informed. Pee a 


> Each month the most important things that management has to 
say to management are said in FORTUNE. Some, like the headlines 
above, appear in FORTUNE’s advertising pages, which are re- 
quired reading for the decision-makers of U. S. business. Against 
the strong, solid background of its editorial pages, FORTUNE’s ad- 
vertisers may speak to the most impressive management audi- 
ence in America, and be listened to with attention and respect. 


FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT 


22 


43 


97 


104 


167 


211 


217 


232 


247 


MEN. 85% OF FORTUNE'S 175,000 subscribers are management men—and survey after survey shows that in FORTUNE 


the advertiser reaches management more certainly, more effectively, and more economically than in any other magazine. 
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THE FACTS—Washington trade press correspondents at an advanced Pacific 
base get the first hand story of the nature of the Japanese enemy from 
Maj. Gen. G. B. Erskine, commandant of the 3rd Marine Division, veterans 


of lwo Jima, Guam and Bougainville. Left to right: Stanley E. Cohen, Ad- 
vertising Age; George Grupp, Boating Industry; A. N. Wecksler, Conover- 
Mast; Richard Saunders, Architectural Forum, Aero Digest; Eugene Hardy, 
Chilton; Gen. Erskine; William Maddox, Petroleum World; Lt. Lawrence 
Stafford, former Washington correspondent, Booth Newspapers, now Navy 
public relations; Henry Ralph, Modern Industry, Oil and Gas Journal; Herbert 
Yocum, National Petroleum News. Edgar Kreutzberg, Steel, looks over 
Maddox's head. (Story on Page |.) 


/oouelf 


What vou did yesterday: 
Where you had Inach. dinner 
whom you saw-—what they said. 
Joy uew clothes for yourself ; 

» things for the house? 


Th Family 
New things the children have 
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The baby’s new tooth, new words, 
new tricks, 
Who has new clothes 
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What movies have you scen, i 
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Whe is engaged, who married? 
Whe had @ baby? 
Who has a new job? 
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A news from them ? 
Who bas been promoted? 
Who has been decorated ? 


Whe mentioned in the news? 
Who home on leave? 
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News items of interest: 
Cartoons jokes jingles. 

A short, gsiod poem 
Articles you know he would 


it chodiedieecs¥ Thousands of wives and sweethearts of men in 
« the tuesiness ; 
the service have something very spevial te 

write about. They are taking the DuBarry 


Success Course at home te make them 


Hineg more people? 


¢ he knows promoted? 


Men his jer poe I ¥ en joy, selves fit and fair Jovelier than they were 
Did they sohernies Inet call when he said good-bye! Some report their 
’ 2 , progress others keep it seeret—tor a home 
p int coming sorprise. [If you are overweight 
/ } . underweight. lese-than your loveliest, send 
, SUA Oadisina Don't complain, don't whine. for the book that tells all aboot the DoBarry 
* ~ don't send him any sad news, Sueeess Course and how it can help you 
his latest letter before you or had news-and above all, Richard Hudnut Salen. Dept. 5 
t write-tell him what he don't forget to tell him that 693 Fiftfl Avenue, New York 
v to know you love him! 


Richano Hopxer Saron. Dept. S 

693 Fitth Avenue, New York, N.Y 

Please send full information about the DuBarry 
Success Course, directed by Ann Delatild. 


Snel Oversca Mail Vitil.. 


\ MALL IS FAST! It* the only mail that always goes by air! 

V-MATL 18 SURE, Tt always gets there, V-MAIL 18 CONPIDEN- Miss for Mrs.) 

TIAL. No unauthorized person ever reads it, V-MASL HELPS Street 

THE WARK EFFORT saves carge space for vital war materials State tg City 


CHIN-UP LETTERS—This Richard Hudnut ad lists dozens of definite subjects 
around which the right kind of letters can be written to boys in the service. 
The copy also lists topics to avoid, a plug for V-Mail and a paragraph on 
the DuBarry Success Course. G. Lynn Sumner Co., New York, has the account. 
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PL ?>WOOD POSTER—The OWIl, in cooperation with Outdoor Advertising, 

prepared this first 24-sheet poster to get workers in rural areas of the 

47 \ulpwood producing states in the East and Great Lakes areas to put more 

vod to work for war. About 2,500 showings of it are expected in May and 
June. A poster for the South will be released in the fall. 
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Westinghouse 


DIVISION'S FIRST—The home radio 
division, Westinghouse Electric Corp., 
used this full page magazine ad opening 
a campaign featuring its new radio- 
phonograph (AA, May 14). Fuller & 
Smith & Ross, New York, is the agency. 


AWARD FROM JU. S.—A. J. Wein- 
sheimer, president of Magill-Wein- 
sheimer Co., Chicago, left, receives a 
certificate of merit on behalf of his 
company from A. E. Giegengack, pub- 
lic printer of the U. S. The award 
was presented for the meritorious 
service rendered the government in 
the production of printing and lithog- 
raphy essential to the war effort. 


‘SKY BLUE POWDER'—Bu-Tay Prod- 
ucts Ltd., Los Angeles, is building, con- 
sumer sales of its Rain Drops, "new 
recipe for washing clothes," with this 
color copy in The Christian Science 
Monitor. If the grocer is not supplied 
with the product, women are asked 
to send his name and address, and 
$1 for three packages of Rain Drops. 


GIANT JUG—This giant Seaforth jug, 
held up by the Seaforth mascot, the 
Little General, is the latest addition 
to Alfred D. McKelvy Co.'s line 
of men's toiletries. Products available 
in the giant size which retails at $2.50 
are shaving lotion and men's cologne. 
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NEW-TYPE PIN-UP—Oneida Ltd., maker of community silverplate, is receiving 

between 5,000 and 6,000 requests each week for reprints of ads from its ‘Back 

Home for Keeps’ series, which has started a new pin-up fad. BBDO, New York, 
has the account. (Story on Page 28.) 


AT TELECAST—Hoyland Bettinger, left, program manager of WRGB, Gen- 

eral Electric's television station, chats with Dwight Hollister, president, A. P. W. 

Paper Co., and Karl Knipe, Anderson, Davis & Platt, New York agency, at a 

dinner preceding telecast of a program presented by Alexander Smith & Sons 
Carpet Co. 
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RECORD TESTIFIES—Various exploits of Curtiss-Wright's famed C-54 Com- 

mando transport will highlight the campaign Gardner Advertising Co., St. 

Louis, has readied for the peacetime version of the twin-engine plane. 
(Story on Page 4.) 
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The Boss Forgets Himself 


HE BOss rose in all his dignity from his 
seat in the crowd. He strode to the stage. 


“Tl buy $100,000 worth of War Bonds, 
Series G’’, he announced. 


The crowd cheered. The Boss beamed and 
claimed the high-bidder’s award. Funny, un- 
bending that way in front of all those people 
made him very, very happy. It was... it was 
really inspiring! 


It must have just been in the atmosphere. The 
moving, patriotic music! The free and easy 
manner of the comedian! It was the enter- 
tainment that put him in the mood. 


* * *. 


The U.S. Treasury Department in selling War 

Bonds relies heavily on entertainment. It has 

proved a tremendous factor in getting people 
__ = 


“in the mood”. 


It is this same factor in Puck-The Comic 
Weekly, entertainment, which makes this pub- 
lication such a tremendously effective adver- 
tising medium—whether you use its universal 


appeal to sell War Bonds, consumer goods or 


an idea to its audience of over 20,000,000 
people—men, women and youngsters. 


The talent supplied by Puck is outstanding. 
No star of stage, screen or radio has ever had 
so many ardent fans as the millions who reg- 
ularly read “Jiggs and Maggie,” “The Katzen- 
jammer Kids,” “Skippy,” “Blondie,” “Little 
King,” “Tillie the Toiler,” ‘‘Donald Duck,” 
“Toots and Casper,” “Snuffy Smith,” ‘Little 
Annie Rooney,” “The Phantom,” “Popeye,” 
“Prince Valiant,” ‘Jungle Jim,” “Flash Gor- 
don,” “Tippie”’ and others. They are the “ All- 
Star Cast!”’ 


Distributed through 15 great Sunday news- 
papers from coast, Puck is read in over 6,500,- 
000 homes every week. 

For those companies who have products to 
sell today or brand names to build for tomor- 
row there are big color pages, half pages or 
one-third pages available in Puck. To learn 
more about how your company can effectively 
sponsor advertising in this publication, write 
or telephone Puck-The Comic Weekly, 959 
Eighth Avenue, New York 19, N.Y., or Hearst 
Building, Chicago 6, IIl. 


She Adverclésers 


Following are the names of 
the manufacturers whose 
advertising has appeared in 
Puck during the last year. The 
majority have run consistent 
schedules—year after year 


Armour & Company 

Baver & Black, Ltd. 

Bendix Aviation Corporation 
Walter J. Black, Inc. 
Bristol-Myers Company 

Campana Sales Co. 

Chesebrough Mfg. Co. Consolidated 
The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 

Derby Foods, Inc. 

Devoe & Raynolds Co., Inc. 
Doubleday, Doran & Co., Inc. 
Eversharp, Inc. 

F. W. Fitch Company 

General Electric Co. 

General Foods Corp. 

General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 

Geo. A. Hormel & Company 
International Cellucotton Products Co. 
The Andrew Jergens Company 


“The ‘Junket’ Folks”’ 
(Chr. Hansen's Laboratory, Inc.) 


Kolynos Company 
Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 
The Lionel Corporation 
Mars, Incorporated 
Maybelline Company 
The Mennen Company 
National Biscuit Co. 
Pepsi-Cola Company 
Pepsodent Division of 

Lever Brothers Co. 
Pillsbury Flour Mills Co. 
Procter & Gamble Co. 
The Quaker Oats Co. 
Ralston Purina Co. 
R. J. Reynolds Tobacco Co. 
Serutan Company 
W. A. Sheaffer Pen Co. 
Standard Brands, Inc. 
Twentieth Century Fox Film Corp. 
U. S. Army Recruiting Service 
Van Camp's, Inc. 
Wilson Chemical Co., Inc. 
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